








THE UNION FORK & HOE COMPANY 


Makers of Quality Steel Goods for Over 40 Years — COLUMBUS, OHIO — JACKSON, MISS. — FRANKFORT, N. Y. 
Representatives: H. J. McCarty, 11 Park Place, N. Y. City; John T. Rowntree, Inc., Los Angeles; Henry Keidel & Co., Baltimore 





























Trrttrrrrer 




















veer 


THIS NEW FENCE 
OFFERS 8 ADVANTAGES 


@ Heavy, Dense Coating 

@ More Uniform Coating 

@ More Adhesive Coating 

@ Purer Zinc Coating 

@ Pliable, Tough Coating 

@ Unpolished-Silver 
Appearance 

@ Copper-Bearing Stee! 

@ No Extra Cost 





MULTIPLE ZINC-COATING 


You're looking at a cross- 
section of the zinc-coating on 
Republic Fence wire, magni- 
fied 300 times. Note that the 
new Republic Electrical Meth- 
od actually applies a multiple 
zinc-coating where only a single 
coating was applied before. 
Each of these coatings is knitted 
tothe other, gradually building 
up electrically, atom by atom, 
a super-quality zinc-coating 
that affords better protection 
to Republic Fence wire just as 
several lighter coats of paint 
give better protection than 
a single heavier coat to your 
automobile or buildings. 
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MAN, wuat a Fence... 
Mi zinc-coaled ELECTRICALLY! 





NEW MULTIPLE ZINC-COATING OPENS A NEW ERA IN FARM FENCE SELLING 


@ Republic’s electro-galvanizing method! A new use for electricity. A use that 
is winning America almost over-night. A use that is just as epoch-making in its 
field today as were the radio and aeroplane in their fields a few years ago. 


The news of the Republic Electrical Method of zinc-coating fence wire has 
spread fast and far. Farmers and dealers everywhere are discussing it. Many are 
writing for the facts. Many others are visiting the astonishing new Republic 
fence and wire mills where this new method is in operation. They come, see 
and are convinced that here again is one of the new miracles of electricity. 


The new Republic electro-galvanizing formula is a carefully guarded secret. 
Republic has invested more than a million dollars to pow its advantages 
available to fence users. These advantages—some of which are listed for you 
at the left—are many and important. They represent not only a long —_ 
forward in controlling the destructive effects of rust and corrosion, but vitally 
affect the profit possibilities of the brand of fence you are now selling. 


REPUBLIC FENCE 


WRITE FOR DEALER PROPOSITION AND NEW CATALOG 
The Republic Dealer Franchise offers a line of fence and other steel products for the 


farm that is notable for genuine built-in quality ... for modern advancements .. . for 
outstanding sales appeal. A line supported by advertising of leadership caliber... in 
farm papers... over the radio...and for use in stores, through the mails, in local 


newspapers, etc. Write for details—and the new Republic Fence catalog, today. 


REPUBLIC STEEL CORPORATION (WIRE DIVISION) 
7850 South Chicago Avenue, Chicago, Illinois ¢ General Offices: Cleveland, Ohio 
TUNE IN... Republic’s “Musical Almanac” Radio Program 
The new Republic Fence is distributed through jobbers and properly equipped dealers 
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HERE IS AN 


ABSOLUTELY NEW 


SOURCE OF PROFITS 


YALE OIL 





(Made by the makers of YALE Locks and Hardware) 


LUBRICATES « 


PROFIT-BUILDING 
MERCHANDISING 
HELPS 


Yale Oil is packed one dozen 


tubes in a display carton. - 


Each carton is a’silentsales- 
man” These attractive dis- 
plays and counter cards will 
sell Yale Oil for you. 
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PREVENTS RUST 


HIS remarkable general-purpose oil is new to 
the trade...it is new to the public...BUT for the 
past 25 years it has been used on the world’s 
finest bank vault mechanisms. It was developed 
by our Bank Lock Department for that purpose. 


Bankers, long familiar with this fine quality oil, 
used it on their guns, their fishing tackle, electric 
motors, tools, household equipment—as well as 
on their vaults. As a result of the popular demand 
which has been created, we decided to offer it 
to the general public. 


BY TESTS 


Before marketing YALE OiL as a general- 
purpose oil we tested it with scientific ap- 
paratus in comparison with every other 
known brand. We tested it for lubricating 
qualities and for rust prevention. In every 
test YALE O/L préved supreme. 

YALE OIL is a different oil... both in 
composition and results. It has greater vis- 


put—doesn’‘t drip and can even be used on 
kitchen mixing utensils, It has an amazing 
affinity for metal—spreads quickly... lasts 
indefinitely...doesn’t gum. There is no other 
oil like it. 


SUPREMACY PROVED * 


coscity or “body” than ordinary oils. It stays bel 
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e IN TUBES 


FOR CONVENIENCE AND ECONOMY 


YALE OIL comes in tubes (15¢ and 25¢ 
sizes). The collapsible tube, the most 
efficient and ec ical container, 
enables application by thumb pres- 
sure into small bearings and difficult 
joints, regardless of temperature. 













COUNTLESS USES INSURE REPEAT SALES AND PROFITS—YALE OiL 


does everything ao general purpose oil is 


expected to do—and dees it 


better. Get in a stock quickly. When your customers see it they will buy it 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN., U.S.A. 








FOR YEARS. YOUVE SOLD 





@ Did you ever consider that the manufacturer 
of the line of refrigerators you sell probably gave 
as much thought to the steel as to the design— 
or to the development of some feature which 
you stress as an outstanding sales point? Manu- 
facturers know that to protect their reputation 


—to give you a product that will sell, stay sold 
and create satisfaction that brings customers back 
to you for other items—they must build quality 
into every part of their products. 








REPUBLIC STEEL PRODUCTS 
FOR THE 
HARDWARE TRADE 


_ Keprigenom 


For these reasons, many of the refrigerators on | 
the market today are built of Republic Steels- 
Toncan Iron Enameling Stock for the body 
Enduro Stainless Steel for the freezing unit, trays 
hardware and trim; Agathon Alloy Steels for the 
working parts; Republic wire for the racks 
Republic Silicon Steels in the motor. 

For these same reasons, too, you should stod 
Republic hardware products—pipe, sheets, roof 
ing, fencing, fence posts, bolts, nuts, rivets, wire 
They are made of equally high quality steels- 
in the same plants—under the same rigid contra 
as the steels used in modern refrigerators ani} 
other fabricated products. 

Hardware jobbers all over the country car 
stocks of Republic products. If your jobbet 
doesn’t stock them, don’t accept substitutes) 
Write us for further information and the nam@ 
of the nearest distributor who can supply you 





HARDWARE ACE 











EPUBLIC STEELS 


( WITHOUT KNOWING IT) 
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public roofing ond sheets of steel. coppe Cooking utensils made of EN 
ng steel ond rust-resisting Toncan tror Steel or enomeled on Toncan Iror 
for new and repoir work on the form in Stock ore profitable lines to hand 


buildings ond industry of monufocturers on request 
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More People Need and Want De Laval Separators 
and Milkers Than for Many Years Past..... . 


DmUAVN .. 2°: 
of All Separators 
CREAM SEPARATORS Are Wasting 


AND MILKERS 


“ah. 
“a 


Butterfat 


and Should Be 
Replaced 


80% 
of the Cows Are 
Still Milked by 
Hand—a Wonderful 
Field for the Sale 
of Milkers 


De Laval— 
The World’s Best 
a | : Separators and 
FIRST IN 1878 - BEST IN 1937 ; 

THE wo tvaggaa cho COMPANY Milkers 





Desirable Agencies are Available in Certain Communities 


THE DE LAVAL SEPARATOR COMPANY 


NEW YORK CHICAGO SAN FRANCISCO 
165 Broadway 427 Randolph St. 61 Beale St. 
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RED EDGE <Scoser 44 


@ It takes repeat business to build profits—and it takes satisfied customers to build repeat 
business. Once your customers buy Red Edge Screen Cloth, they'll always repeat. 


It is the one screen cloth that always identifies itself—not only by its better service but by 
that red enameled edge . . . the constant 


WRITE FOR SALES HELPS eye-compelling, sale-producing reminder of 
AND PRICES its double protection and double satisfaction. 


Sold to and Its square, even mesh keeps out not only 

Distributed by fli b t T] ° cts, t Th red 
Recegntead Mlihon Gulp. ies but small insects, too. The ‘ed enam- 
eled edge retards rusting of selvage wires 

BRANDS ; 5 
... tight where moisture collects .. . under 
Sun-Red Edge AluminA 

(electro-plated with zinc) the nailing strip. It guards against breakage 
a Black of wires along the strip . . . reinforces the 
Sun-Red Edge Bronze firm, heavy body of the screen itself. And 
it accurately measure-marks the cloth every 
six inches ... saving time and eliminating 


waste. 


You'll sell more Red Edge because it's a 
better screen cloth ... and it sells faster and 


easier, 
Reg. U.S. Pat. Off. 


REYNOLDS WIRE CO., DIXON, ILLINOIS 
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aT REGULAR PRICES; 


The greater value now being built into “Pittsburgh” 
wire makes the best sales story in the fence market 

. because it’s true! 

You don’t have to ask your customers to experiment 
or to risk their money on untried processes. And the 
fact that railroads and other technical buyers have 
willingly paid extra prices for the extra value on this 
premium grade “Pittsburgh” wire, is conclusive proof 
that the extra value is there. 

Yet you can sell this higher quality Pittsburgh 
Fence at the same prices others ask for standard grades! 


Never at any time have you been able to offer so 
much fence value for the money. In Pittsburgh 
Fence you have a sales set-up that tops anything the 
whole industry has to offer. 

“Pittsburgh” wire has a double coating of purer 
zinc (as the photomicrograph on this page shows) 
applied by a special hot dip process. The outer coat 
of pure zinc is bonded to the copper-bearing, rust- 
resisting steel wire by an intermediate coat of zinc-iron 
alloy, thus becoming an integral part of the wire. This 
sturdy armor-like coating of heavy, silvery bright zinc 
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is more uniformly applied with the result that the wire 
is fully and equally protected at every point of its 
circumference. 

A bit technical? Perhaps, but it explains why this 
premium grade “Pittsburgh” wire has given such good 
service in industrial use that it has justified the cus- 
tomary premium price. Now volume production 
methods and new, larger mill equipment make it possi- 
ble for us to supply an even better wire that enables 
our dealers to out-sell the entire market on fence value 
by giving a better, longer lasting wire at the price of 
“regular” grades. 

Write today for the full “Pittsburgh” story. It 
opens a new opportunity for increased sales and profits. 


PHOTOMICROGRAPHS TELL THE STORY 


500 diameters, unretouched 





“Pittsburgh’’ Wire 


A special hot dip method gives 
premium grade “Pittsburgh” wire 


**Regular’’ Wire 


The steel (lower part of photo- 


micrograph) is covered with a single 
coating of zinc containing iron. 
This is a good average coating 
found on regular galvanized wire. 


a good coating of zinc-iron alloy 
and a thick, extra outer coating of 
silvery bright pure zine (top white 
section of the photomicrograph). 
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Bond Non-Metallic 
Dome Insulator 


Prevents accidental short- 
circuit... Protection not 
possible in metallic-top 


construction 


NOW GIVE SERVICE LIGHT 
LONGER THAN THE SUN! 


pepe up to super performance, the new Bond Super Service Mono- 
\ Cell now gives service light longer than the sun. . . . No reservations. 
Take the year’s longest day. Add the limit of daylight saving by East-to-West 
plane. Long after sunset thus delayed, and irto starlight, the remarkable 
Bond Mono-Cell power will still provide useful light. 

Get the benefit of this new super quality—never before found in Bond 
Mono-Cells. Feature Bond Mono-Cells in your store. They will please your 
customers—serve them better—bring them back for more. 


BOND ELECTRIC CORPORATION 


NEW HAVEN, CONN. CHICAGO, ILL. SAN FRANCISCO, CALIF. 


Ask- your Jobers. Salesman for: full details 
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Garden Hose sales 


There’s a big season ahead for dealers who push 
garden hose. And there’s a mighty worthwhile profit 
for those who feature thoroughly dependable hose 
—hose that stays sold without “kick-backs”. 

Simplify your selling problems. Take the kinks out of 
hose merchandising by concentrating on Thermoid 
Garden Hose. It is famous not only for its tough outer 
covering but for its all-important inner construction 
which resists kinking and abuse. 

Your wholesaler can supply the complete Thermoid 
line. Be sure you are prepared with the most popular 
selling grades and your reward will be a season of 
exceptionally large sales. 


Thermoid Rubber 
Division of Thermoid Co. 
Trenton, New Jersey 


No. 300—A deluxe double braid hose No. 375—A vastly superior one braid 
available in red, green or black covers. hose, available in red, green or black 


covers. 


No. 325—A rugged two braid hose, Cord Carcass—A light weight, cord 


available in red, green or black covers. reinforced hose available in red or 


black covers. 


mt SS 
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GARDEN HOSE 
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“YW7ATCH ME smack that ol’ 
W woodchuck right between the 
eyes. Quit shakin’ now. And don’t 
bark. "Cause when a fellow’s aim is 
right and he’s shootin’ Filmkote 


.22’s, he can’t miss.”’ 


It didn’t take the younger genera- 
tion long to find that out about 
Filmkote .22’s. They’re accurate! 
That’s because Filmkote is greaseless 
and leaves no residue to clog the 
throat of your gun. In actual tests at 
200 yards, Filmkote .22’s proved to 
give consistently smaller groupings. 


But besides super-accuracy, Film- 
kote ammunition is cleaner, easier to 
handle. There’s no grease to gum the 
action of your rifle. And Filmkote 
won’t pick up dirt and grit that might 


IT'S A CINCH, MIKE... 
I'M USING “FILMKOTE” 


REG. U.S. PAT. OFF. 


Rifle shown in illustration — 
the Remington ‘‘Fieldmaster’’. 


And Rustless priming procects the 
bore of your rifle after the day’s 
shooting as well. So, when you use 
Filmkote exclusively, you can throw 
away your cleaning rods and rags. 


Next time ask for Peters Filmkote. 
See the difference for yourself. 


Look for the name ‘“Filmkote’’, 
and the famous silver and black box. 
PETERS CARTRIDGE DIVISION 


Remington Arms Company, Incorporated, 
Dept. D-27, Bridgeport, Connecticut. 


ETERS 





eat the heart out of the rifling. 


Peters Filmkote .22’s are ideal for camp. 
In both hand guns and rifles they give 


you greater accuracy. And you don't need 


The invisible Filmkote lubricant is 
unaffected by extreme temperatures. 


ADVERTISING LIKE THIS WILL HELP YOU | 


1887 + PETERS GOLDEN ANNIVERSARY ¢ 1937 
FIFTY YEARS OF SERVICE TO THE SPORTSMAN 


to bother with cleaning rods and rags. 











AND ATS A GINGH 
10 SELL FILMKOTE® 


when you're backed by big colorful 
advertising like this! 





ET SET for a new high in FILMKOTE sales 
(; this season! For a big, powerful advertising 
campaign is celebrating Peters’ Golden Anniver- 
sary. Colorful, human ads like the one on the 
opposite page . . . ads that stand out in twelve 
leading outdoor and farm magazines... ads that 
zing straight to your ammunition prospects like 
the smack of a Filmkote .22 into the bull’s-eye! 





ation — 


naster’’. 





yt It’s up to you to help Peters advertising help 
eae you. Show your salespeople this announcement of 
“ee 1937 plans. Include current Peters consumer ads 
rags. in your ammunition displays. Then, with plenty 
of Peters in stock, you’re set for the biggest 
kote. season ever! Place your order now for the famous 
Hi-Velocity and Victor shotshells and a full sup- 
rote”’, ply of Filmkote .22’s and other Peters metallics. 
< box. PETERS CARTRIDGE DIVISION 
SION Remington Arms Co., Inc., Dept. C-22, Bridgeport, Conn. 
rated, 
— Peters advertising in all these leading magazines rivets attention on Peters in 1937 
S FIELD & STREAM THE COUNTRY GENTLEMAN ALASKA SPORTSMAN 
OUTDOOR LIFE THE COUNTRY HOME AMERICAN RIFLEMAN 
HUNTING & FISHING PROGRESSIVE FARMER U.S. R. A. BULLETIN 
NATIONAL SPORTSMAN & SOUTHERN RURALIST SPORTSMEN’S REVIEW 
, 1937 PACIFIC SPORTSMAN 
'SMAN The ad reproduced at the left appears in full color on the second covers of the April Field & Stream and the May Outdoor Life | 


OU SELL PETERS AMMUNITION THIS YEAR! 
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There’s Profit and Prestige 
in a paint stock that Features... 


MARTIN-SENOUR’S 100% Pure “All-Metal-Pigment”’ 
MONARCH House Paint. 

MARTIN-SENOUR’S GLOS-TONE, the modern Wash- 
able BeautyFilmforkitchens, bathrooms, halls, playrooms,etc. 
MARTIN-SENOUR’S KOLOR-BRITE, the modern 
“Once-Over” All-Purpose Enamel. 

MARTIN-SENOUR’S NEU-TONE, the modern Flat Wall 
Finish that restores faded living rooms, bedrooms, and din- 
ing rooms in 8 hours. 

And these are just four of a complete Martin-Senour line of 
first quality paints, varnishes, lacquers and enamels for 
every known outdoor and indoor need and a complete line 
of Super-Fine Painter Finishes, made expressly for Amer- 
ica’s Master Painters and Decorators. Write for the 1937 
Prospectus, NOW! 







The LINE 
That Will 
Take You to 
the TOP in 1937 / 


1937 is the year of years for Martin-Senour Qual- 
ity Paints and for the dealers who sell them. We 
not only give you the ind of paint that will doa 
real job on America’s weather-beaten exteriors 
and shabby interiors, but, in addition, we give 
you the smart, up-to-date advertising and sales 
promotion ideas that will help you get a lion’s 
share of the business and make money. Get on the 
bus with Martin-Senour. We’re going to the 
Top in 1937. 


Send for the 1937 Prospectus 


FREE i In these inspiring pages, 
@ as attractive as the most 


a magazine, we give you a com- 
plete and dramatic story of where the profit lies 
in the retail paint business in 1937 and how you 
can get the lion’s share in your vicinity. Don’t 
miss it. Write us at once. Even if it’s the first time 
you ever answered a trade paper announcement 
in your life—do it this time. 


THE MARTIN-SENOUR CO. 
CHICAGO, ILLINOIS 


MARTIN-SENOUR 
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(Right) K. C. Miller, Tyler, Texas, 1936 
World's Skeet Record, 497x500. (Below) 
Walter Shanessy, Brooklyn, N. Y., 1936 Metro- 
politan Individual Small Bore Champion— 
score 500x500-38Xs, a new match record. 
Both used Winchester Ammunition. 


Order Shells 
and Cartridges for “% 
Come-Again Satisfaction 


be dive. Millers and your Shanessys have plenty of company in their appreciation of the superior 
performance of Winchester World Standard Shells and Cartridges. Supply this trade-building 
ammunition, for sure come-again satisfaction. . .. Order famous long range Winchester sure-fire 
Leader Super Speed and regular Super Speed Shot Shells. For their extra speed, reach and wallop, 
with Winchester short shot string. Complete range of loads, from .410 short to 10 gauge heavy 
wildfowl. Powerful new 12 gauge 3-inch loads for magnum guns. New rifled-slug loads for deer— 
12, 16 and 20 gauges. In regular loads for field, trap and skeet shooting, order from the new 
simplified Winchester standard list of Leader and Ranger Shells. In rim fire cartridges stock plenty 
of both regular Winchester Staynless and Staynless Super Speed—offering Winchester Staynless 
no-rust priming, lead greased and Kopperklad wax-coated bullets, solid and hollow point. In 
Winchester Staynless non-mercuric center-fires, feature the popular .22 Winchester Hornet—pioneer 
woodchuck speedster. Have, too, the sensational new Super Speed .220 Winchester Swift—world’s 
fastest commercial cartridge—4140 feet per second! Stock the general line of popular center-fires, 
including the new Staynless Super Speed .348 Winchester big game cartridge. . . . Place your order 
NOW for a well-rounded stock—shot shells, rim-fires, center-fires, for all shooting holidays. 



















Ask Your Jobber's Salesman for Full Particulars 
WINCHESTER REPEATING ARMS CO., NEW HAVEN, CONN., U. S. A. 


i WVIN CHESTER 


RACE MARE 





Get latest 56-page pocket cata- 
logs of Winchester Rifles and Shot- 
guns for your customers. FREE on 
request. Also new dealer's shot 
shell chart, companion to Win- 
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4 YEARS MAKE A WHAL 


BACK IN 1933 
CONTINENTAL ANNOUNCED 
Hame-Seated FENCE 


[IN 1935 CONTINENTAL 


GUARANTEED 


3-POINT 


PROTECTION 
AGAINST RUST 


poy reer 


on 
—_— — vant 
. _ N 
TEX. mare fF EXPLANATIO 
ere eee mm von vows ene 


Tre of 
GUARANTEE 


To Fence Purchaser: 


eRe) 


i 
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After Flame-Sealed 
fence had been proved 
by actual production 
and use, Continental 
GUARANTEED its 
3-point protection 
against rust—(1) Full 
copper bearing steel 
wire; (2) Heavy zinc 
coating uniformly ap- 
plied, free from thin 
spots or pin holes; (3) 
Coating Flame Sealed 
to wife to prevent 
flaking or peeling 
under any normal 
use. This was in 
1935. 





y] Heavy coating of A 


*zinc applied evenly 
by Flame Sealed 
process. No thin 
spots. No unpro- 
tected spots. 


Not "'merely g 
shized*’ like orc 


wire against 
mospheric cond 
which cause rust, 


1 Special high quality 
* ‘copper - bearing" 
steel, containing 20 


to 30 points copper, 
gives INSIDE pro- 
tection against rust. 


AS : 34 


Fence sales in the next few years promise to reach new peakspint 
Now is the time to make fence a profitable “leader” in your storétem 
Let fence sales build other sales for scores of other items fofitely 
farm and home improvements. Sell the brand that leads i oO 
salability — in proved features — in proved quality. Continen 
FLAME SEALED process is a startling development in fency,, g 
manufacture because it provides a triple guarantee against rus$PLIc 


and a three-fold guarantee of longer fence life. @ LIVE: 
Step out ahead with the fence that is four years ahead—now sti - 


more modern by four years of proving and perfecting duringyer 
four years of commercial production — checked and doubleffane 
checked by four years practical proof of greater permanence oflor fr 
thousands of farms. Swing into step with the 1937 Continents 
sales-building program that ties in with the dealer at even” 


LF A DIFFERENCE IN FENCE 


AFTER 4 YEARS OF PROVING AND PERFECTING 


STILL MORE PERMANENT FENCE FOR 1937 














h cause rust, \) » 














ew peakspint, puts your name on every printed piece and on useful 
our storéremiums going to your prospects, and directs customers defi- 
items fotitely to your store as “farm improvement headquarters.” 


leads it, 
vmtineaufOTICE TO DEALERS 
in f nd out how you can get these practical gifts for 
in T€N$ee distribution to your customers. See this FENCE 
ainst rusPLICER — handy as a jacknife; also FARM AND 


@ LIVESTOCK RECORD BOOK — provides daily 


NOW SUF crops, livestock, ultry, etc.; profit and loss, etc.; 
1g, duringyer 1,000 items of information. Both serve a per- 
doublef@anent purpose; both appeal to every farmer. Write 
nence of@t free samples and proposition today. 
ntinents CONTINENTAL STEEL CORP. 


at evel KOKOMO, INDIANA 
‘ Plants at Kokomo, Canton, Indianapolis 


.fecord of receipts and expenditures; complete record & 


Now is the time to get set for a profitable business 
in 1937. FIRST, let the Continental line of 83 
steel products bring you more customers. SEC- 
OND, cash in on Continental’s nationally known 
leaders — Flame Sealed fence, Tyl-Lyke roofing, 
etc. THIRD, tie up with Continental’s Farm 
Improvement Campaign for 1937. Write for full 
details; no obligation. 








4e SILVER KING 


SENSATIONAL 
NEW MODELS 


and the Most Powerful Selling 
Program in Bicycle History 


Again, Silver King steps ahead with dra- 
matic new developments: 


e Two sensational new models — the M 137 
and L137 — offer fast-selling features entirely 
new to the industry — and increase the Silver 
King line to nine models. 


e Revolutionary new Improvements on every 
bicycle in the line. 


e Effective at once, Free Insurance—for one 
year—against fire and theft—on every new 
Silver King, regardless of model. 


e The adoption of a new Price Policy which 
gives the dealer even greater protection than 
heretofore. 

e The beginning — early in spring — of the 
broadest National Advertising Campaign in 
bicycle history ... 27,000,000 messages to your 
customers during 1937... reaching the Adult 
market through all three of the powerful 
weekly magazines, The Saturday Evening 


Post, Collier’s, and Liberty... and the Boy 


market, through all the leading boys’ publi- 
cations, The American Boy, Boys’ Life, Open 


Road for Boys, and Young America. 


e Acomplete program of dealer cooperation, 


with free display material and selling helps. 


Its 1936 sales increase — far greater than 
the industry’s average — proved Silver King 
a sensational success, established it as the 
largest-selling quality bicycle and demon- 


strated that a tremendous market exists. 


Examine the new models on this page 


and you will readily understand this rapid 


sales increase. No other bicycle offers such 
value — or such an opportunity to trade up 
prospects from cheap merchandise to a bi- 
cycle with a real profit to you. 

You can share with Silver King in a record- 
breaking 1937, by obtaining complete infor- 
mation from your distributor now. Monark 
Silver King,Inc.,1240 N.Homan Ave.,Chicago. 


SILVER KING ~ 
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INSURANCE ON Areuwrk 83 MOGDELS: 
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SAVAGE 
SINGLE AND DOUBLE 
BARREL SHOTGUNS 


Model 220 — Hamme rless s] Oo 
Single Gun To retail at 

Blued Frame. 12-16-20 Ga. 

and .410 Bore. Walnut Stock. 


Model 320—Hammerless 8 3 oo 
Double Gun To retail at 

12-16-20 Ga. Blued Frame. 
Walnut Stock. 









Model 420 
12 and 20 Gauge 













This gun will sell to many new shooters com- 
ing into the market for their first good shot- 
guns. It will also sell to many “old timers” 
who want the distinctive shooting qualities of 
the Savage Over-and-Under, with its single 
sighting plane. It will create fresh, new busi- 
ness — enlarge the whole market for shotguns. 
Its attractive features will be made known to 
sportsmen all over the country through the 
most extensive advertising campaign Savage 
has launched in many years. 

We urge you to order from your jobber early, 
so you'll have the guns when customers call to 
see them. 
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FA New 
SAVAGE 


} 


SENSATIONALLY PRICED TO 
RETAIL AT §35.00 


Model 420— 12 and 20 Gauge Model 430—12 and 20 Gauge 


Frame highly polished and blued. Stock Same specifications as Model 420, with 
and forearm of selected walnut. Barrels the following extras : 

are bolted to the frame with a sliding lock- Soe. sont _ line on top barrel. i 
ing bolt located between the upper and forearm beautifully checkered. Stock, fied with Jostens enti. 
‘lower barrels. This method of bolting flinch recoil pad. To retail at S2BQ)>” 
close to the head of the chamber of both 


barrels insures positive lock-up. 





o 


Positive and fast operating firing mechanism of 
coil main spring, hammer and sear are made of 
‘ long-wearing special alloy steel. Hammers are 
cocked by the top lever, thereby removing all 
friction from opening movement of the barrels. 


To retail at S300 


SAVAGE ARMS CORPORATION 
UTICA, N.Y. 
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SAVAGE 
SINGLE AND DOUBLE 
BARREL SHOTGUNS 


Model 220 —Hammerless $10 
Single Gun To retail at 

Blued Frame. 12-16-20 Ga. 

and .410 Bore. Walnut Stock. 


Model 320 — Hammerless $<p 00 
Double Gun To retail at 

12-16-20 Ga. Blued Frame. 
Walnut Stock. 









Model 420 
12 and 20 Gauge 













This gun will sell to many new shooters com- 
ing into the market for their first good shot- 
guns. It will also sell to many “old timers” 
who want the distinctive shooting qualities of 
the Savage Over-and-Under, with its single 
sighting plane. It will create fresh, new busi- 
ness — enlarge the whole market for shotguns. 


Its attractive features will be made known to 
sportsmen all over the country through the 
most extensive advertising campaign Savage 
has launched in many years. 

We urge you to order from your jobber early, 


so you'll have the guns when customers call to 
see them. 
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Model 420—12 and 20 Gauge 
Frame highly polished and blued. Stock 


and forearm of selected walnut. Barrels 
are bolted to the frame with a sliding lock- 
ing bolt located between the upper and 


‘lower barrels. This method of bolting 


close to the head of the chamber of both 
barrels insures positive lock-up. 


Positive and fast operating firing mechanism of 
coil main spring, hammer and sear are made of 
long-wearing special alloy steel. Hammers are 
cocked by the top lever, thereby removing all 
friction from opening movement of the barrels. 


To retail at SB 0° 


SAVAGE ARMS CORPORATION 
UTICA, N.Y. 
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OQUER AND UNDER 
SHOTGUN 


SENSATIONALLY PRICED TO 
RETAIL AT 


Model 430—12 and 20 Gauge 


Same specifications as Model 420, with 


the following extras: 
Barrels — Matted sight line on top barrel. 

Stock — Selected fancy crotch walnut. Fluted comb. Stock and 
forearm beautifully checkered. Stock, fitted with Jostam anti- 
flinch recoil pad. 


To retail at $3950 








CORPORATION 


Jiterature ite 

st and Dou 

Dept- ‘adly * nd rice vrte Barrel ap 
K . 


address ~ 
My jobber'* " 





: ow 
or our » 
acseribing, Thoigem™ 










| 


“J CAN SELL ANYBODY’'S PAINT’ 








Granted: The Question is— 


HOW MUCH OF IT? 


This cocky fellow may be 
right. His super-salesman- 
ship may coax even un- 
known brands of paint off 
his shelves into grudging 
hands! 

But think what he could 


do with a brand of paint 
people know and want! 
Think how fast he could 
sell Sherwin-Williams’—the 
paint that 4 out of 5 of his 
customers prefer! 


You may be wasting 
time and talent pushing 
your present line. Consider 
your selling chances with 
Sherwin-Williams. Let Sher- 
win-Williams proved 4-to-1 
preference work for you. 
Look into the Authorized 
Sherwin - Williams Dealer 
Franchise now! Write for 
the facts to The Sherwin- 
Williams Co., Cleveland, O. 
and all principal cities. 


SHERWIN-WILLIAMS PAINTS 











EARLY a century devoted to the making of a product, with uninter- 

rupted maintenance of the highest manufacturing standards and 
practices, is bound to reflect in the quality of that product—certain to in- 
sure satisfaction to the buyer. 


EMPIRE Carriage Bolts have been produced by R B & W for ninety 
years and these, the first of the R B & W products, have been improved 
continuously ever since they first established EMPIRE reputation. R B& W 
has so improved metallurgical control of materials, processes of handling 
raw stock, design of machinery, methods of manufacture, and control of 
uniformity that EMPIRE Carriage Bolts havé always maintained their 
original leadership. 


Precision machines, skilled operators and constant inspection assure an 
accuracy that saves time and money on any assembly operation. Well 
finished heads with accurately formed squares, smooth bodies, clean 
threads, accurate lead and pitch—all to close tolerances—prevent jamming 
and stripping. 


These are points the careful buyer demands and appreciates—they make 
EMPIRE Carriage Bolts easy to sell and reflect sure profits when ample 
stocks are carried. Standard and special sizes and types, with cut or rolled 
threads, will meet every requirement for every use. 


RUSSELL, BURDSALL & WARD 
BOLT AND NUT COMPANY 

















Satisfaction is reflected not alone in an outstanding product, but in customer 
contact and service as well. Since its start in 1845, almost a century ago, 
R B & W has continually built customer satisfaction. Thousands of satisfied ; 
customers—many regular purchasers of EMPIRE BOLTS and NUTS for over 

50 years—have found fair dealing, equitable prices, quality products, large 

stocks and good service a guarantee of such satisfaction. 




























With pride in such a record for so many years, the R B & W policy today is 
still one of insuring satisfaction based on experience, stability and progressive- 
ness that makes the best use of up-to-date plants and equipment, seeks out and 
applies the newest methods and materials, keeps both operating staff and man- 
agement ever in step with the trend of the times. Small purchaser as well as large 
—manufacturer, jobber and retailer—all learn the meaning of true satisfaction 
through continued use of EMPIRE Brand Bolts, Nuts and Rivets. 


Out of long experience, we can make valuable suggestions for standardizing 


and simplifying bolting material, and R B & W Engineers will study your needs 
without obligation. 





BOLTS: Carriage - Machine - Lag + Plow - Stove - Elevator - Step - Tap + Wire Wheel& Rim - Battery - U-Bolts 
Semi-Finished - Automotive Replacement 
NUTS: Cold Punched + Semi-Finished - Hot Pressed - Case Hardened - Slotted - Castle - PINS: Clevis - Hinge 
RIVETS: Standard + Tinners’ - Coopers’ - Culvert SCREWS: Cap - Machine - Hanger - WASHERS: Plate - Burrs 
MATERIALS: Alloys - Steels - Non-ferrous Metals RODS: Stove + Seat + Ladder 
PLATED PARTS: Cadmium - Zinc * Chromium - Nickel + Hot Galvanized - Copper +” Ta 
SPECIAL UPSET AND PUNCHED PRODUCTS 





RUSSELL, BURDSALL & WARD 
BOLT AND NUT COMPANY 


PORT CHESTER,N.Y. ROCK FALLS,ILL. CORAOPOLIS, PA. R BX wii 


SALES OFFICES: 
CHICAGO - DETROIT: PHILADELPHIA * DENVER * SAN FRANCISCO - LOS ANGELES - SEATTLE « PORTLAND 



































TO HELP DEALERS 


with the Purchase of the 


BASSICK QUALITY GROUP 


HOUSEHOLD CASTERS...FURNITURE SLIDES 





















Display your casters! Increase your sales! Dealers 
who have been using this display all say it is the most 
practical selling aid for casters ever developed. 





Your greater profit is made when you sell a product 
of real quality at economical prices. 


Build good-will for your store. Sell Bassick “Diamond- 
Dart” Casters—they are guaranteed to give your cus- 
tomers complete satisfaction. 





(a) A metal gauge on the back of this 
: display for checking the correct size of 
spring sockets or adapters for metal bed 
casters. 
€ 
(6) Reference and information card and 


complete caster catalog slip in back of GO AT ALL You 
; display. a GET FOR 59.97 


te a ee 


ListPrice Total 








Quantity No. PerSet Value f 
$ lset 9948S x42 Casters................ $1.20 $1.20 { 
: Seoets FESCSaED Casters... 2... cc ccccces -90 1.80 ' 
3 ee Seer er er errr 90 1.80 i 
: S sets 50565x42 Casters..............2. By 1.50 ; 
: 2 sets 5258 x42 Casters................ 75 1.50 ; 
| 2 sets 5268 I Sek arst gualinsduhsinn saree 75 1.50 ; 
' l set 7268 | SS eee ce .90 .90 i 
i 6 sets CG-90 (Rubber Cushion) Slides .20 1.20 ‘ 
4 6 sets CG-91 (Rubber Cushion) Slides 25 1.50 

1 set CG-392 (Rubber Cushion) Slides 35 35 

10 sets Detachable Metal Bed Casters & Sockets — 1.70 j 

Total Retail Value . . . . . . . . $14.95 ' 
por ne ai The “Diamond - Dart” full floating action ball No. 9248-S x 42 ' 
able wecden plags. They lift ent co you bearing casters included in this quality group A new 2" full floating ; 
can demonstrate, and the customer can are the finest casters that have ever been avail- ball bearing caster to sell 
try their easy action . . . and BUY. able at these economical prices. for only $1.20 a set. 


ee 





THE BASSICK COMPANY ¢e BRIDGEPORT, CONNECTICUT 


The world’s largest manufacturers of Casters and Floor Protection Equipment 
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U.S. GOVERNMENT AWARDS CONTRACT 


ORDER FOR GREEN GLAZING COMPOUND TO STERLING 


Again STERLING is “TOPS”. Again Specialization—Research 
Rigid Laboratory and Factory Control 
keep STERLING in front 





December 21, 1936, United States Treasury Department, Division of Procurement, 
issued specifications and asked for prices on 535 gallons of Green Glazing Compound. 


Specifications provided that pigment should be a combination of Whiting, 
White Lead, Asbestos Fibre, and minimum amount pure tinting colors; 
vehicle pure vegetable oil; resulting product to be free from lumps and 
grit, to meet satisfactory working test; to stand 14 hour bake test at 220° F. 
then plunged in cold water; iron plate on which material was baked there- 
upon to be bent completely double, with material required to adhere firmly 
without sign of crumbling from the iron plate after bending, and to remain 
elastic and pliable underneath the surface film. Eleven bidders quoted on 
and furnished samples for tests under this specification, prices ranging 
from 68¢ to $2.55 per gallon. Sterling and one of Sterling’s jobbers both 
quoted on this inquiry @ $1.60, both submitting samples. After labora- 
tory test, the two Sterling samples were ranked No. 1 and No. 2 by the Gov- 
ernment Testing Laboratory and on January 22d, 1937, formal award was 
made on Sterling Glazing Compound in the amount of $856.00 covering 
this requisition. 








The same specialization, research, and rigid laboratory and factory control which 
caused the Government to again recognize Sterling’s leadership is available for your 
problems. It’s the prime reason for Sterling’ s continued leadership in serving the 
hardware, paint, and glass trade. 


We recognize our obligation to the trade whose loyalty has enabled us to develop and 
furnish quality putty ... putty that has made it possible for our good customers to 
secure the lion’s share of business in their communities. 


Increased manufacturing facilities now permit our serving additional trade. If you 
are interested in drawing your putty from an organization of specialists, we will 
indeed welcome your inquiry. 


STERLING PAINT & VARNISH CO. 


PUTTY —CAULKING—GLAZING COMPOUNDS 
MALDEN, MASSACHUSETTS 
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QUALITY SOLD 
...STAYS SOLD! 


For almost 70 years the Walworth Genuine Stillson 
has stood for the best in wrenches. Repeat orders 
over that long span have proved the profit possibil- 
ities in Genuine Stillsons. Today, the design is basic- 
ally unchanged ; but metallurgical improvements give 
it even greater strength, hardness and toughness. 


Your customers get a better wrench while you build 





good-will. 







STEEL HANDLE 
WRENCHES 


6 in. to 48 in. 


You can tell a Walworth Genuine Stillson by its 
familiar diamond trade-mark and the red handle. It 
comes with steel handles in sizes from 6” to 48” and 
with wood handles in sizes from 6” to 14”. Sold 


through recognized jobbers—order now! 


WALWORTH 


COMPANY 


60 EAST 42nd STREET, NEW YORK 
Distributors in Principal Cities throughout the World 











WOOD HANDLE WRENCHES 
6 in. to 14 in. 
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SCREWDRIVERS 
HAND PICKED TO SELL 


Hundreds of workmen in your cammunity would like to replace 
battered, chipped screw drivers with one of these new Stanley 
Victors.” Their low prices; tough, composition handles; special 
steel locked-in blades make them favorites everywhere. This well- 
balanced assortment includes the fast-selling numbers. Compact, 
attractive display stand is furnished free. Ask your jobber about it. 


DISPLAY ASSORTMENT No. 2000A 


fo SS ee ll 
ee ee ee ee ee ee ee ll 1.40 
Y “< 9 aes < aa 
Seen Oa kl lt lk lt le Ue ee ee 1.50 
& = f | “i ee ae nn a i ae -45 
ew 3 « iw. «) @ « « w @) teeter es -50 
Fr ae ee ee ee ee ee a ee ee -20 
8 WGe. S608 Giese Quarter. . 2. se tt th thls 45 
12 Screw Drivers . $6.70 


DEALERS’ PRICE ....... 4.47 


DEALER’S MARGIN. . . + + $2.23 


Packed in one container. Weight 5 Ibs. 
Prices slightly higher west of Missouri River 








STANLEY TOOLS 


Make your store “Headquarters for Good Tools.” 
Carpenters, electricians, industrial workers are busy 
again. With money in their pockets for the new tools 
they need so badly. 

There’s no better way to make your store Tool 
/Headquarters than to use the Stanley Sales-Tested 
Program. A big window piece. Individual tool displays. 
Eye-catching booklets. Every one proved a sales 
booster, by actual use! 

Only Stanley — The Tool Box of America — can 
offer this complete program. Ask your jobber about 
it to-day, or send the coupon for the whole story. 





New Britain, Conn. 


Stanley Tools 
New Britain, Conn. 





store “Headquarters for Good Tools.” 
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114 PAGES OF e Glidden . . . whose se —— plans for dealers 
‘ ° have been famous for nearl ears... now offers the 
greatest retail paint sales ma bo of all time! 


IDEAS The new Glidden “Age of Color” Manual, costing over 
The“ Age ofColor’’Manual $40,000 to produce, contains 114 pages chock full of sales 
or ae pga arguments. It sells color ideas, instead of just cans of paint. 
en Aaenly 2 for all types It enables any paint dealer to answer with perfect confi- 
of home inceriors; Co = dence ai// questions on Color Treatment... and prove to 
or schools, hospitals 
onset Calas Ga customers that his counsel is sound, in good taste, and in 


ments, hospitals, offices. accord with modern decorating trends. 
Write to Dept. M-1 now, for full details on how you can get 


Tr the “Age of Color” Manual, to help you make more sales, 
D D E N Pp AT N bigger sales, and greater profits! 


7 AZ THE GLIDDEN COMPANY - National Headquarters, Cleveland, 0. 
Everywhere om Cverything Factories or Branches in Principal Cities 
GLIDDEN PRODUCTS NOW CARRY THE FAMOUS “TIME-TESTED MARK OF QUA 


Lc 
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THE CHENEY SALES MAKER js a real sales producer, built on the idea that if people will try a good thing once— 
they'll buy. This remarkable demonstrator-display is doing a fine selling job in many prominent stores, everywhere. Why not 
put it to work in your store—now—and get hammer business at once. Send us an order for a Sales Maker Carton. Give it a place 
on your counter and hammer business will start us—immediately. Henry Cheney Hammer Corp. Factory: Little Falls, N. Y. 
Sales Office: 302 Broadway, New York. Pacific Coast Representatives: Kelly-Duncan Company, Los Angeles-San Francisco. 


CHENEY NAILER actos ie wait 
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GRASSELL!I CHEMICALS DEPARTMENT . 
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RIVETS may be small in size— but 
their job is a BIG one—recommend 


and sell the BEST 












The BEST tubular rivets cost so little that it ceases 
to be a worthwhile economy to gamble with their 








quality. A saving in cost usually means a sacrifice in 


efficiency! Rivets made by TUBULAR RIVET & 
STUD COMPANY are true to gauge, thoroughly 
dependable and 100% usable. TR & S RIVETS are 


made to standard — not to a price. It's to your own 


advantage to recommend and sell only the BEST! 


TUBULAR RIVET & STUD COMPANY 
BOSTON - » MASSACHUSETTS 





Southern Rep. Western Coast Rep. 
CAVERT AND LIPSCOMB T. ©. DE LOACH 

Nashville, Tenn. Postal Telegraph Bidg. 

Dalias, Texas San Francisco, Cal. 
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- ARNOLD, SCHWINN & CO. 


Introduces THE SCHWINN 


POR BW ENE 1B 1k AAR 


for BICYCLES 





























The greatest sales booster since our 
introduction of the balloon tire. 


Velvety smooth braking or 
instantaneous stop in emergency. 


Safety in traffic 
demands it. 


It will sell more 
bicycles for you. 


Automotive type internal expanding 

Aluminum Alloy Brake Shoes 

Molded Raybestos Brake Lining 

Excess Braking Surface Area 

Thumb Screw Brake Adjustment—No Wrenches 
Chrome Plated Handlebar Hand Lever 

Schwinn Dust and Weten-geedt Control Cable Casing 
Genuine Turned Steel Hub 

Dust-proof Hub Bearings with Grease Retainers 


Separate Adjusting Cone Locknut Bearing Adjustment: 
not disturbed by wheel removal 


Engineered, tested and built by 


ARNOLD, SCHWINN & CO. 
CHICAGO 


See our exhibit at the Toy Fair, Rooms 831-833, MR. DEALER, can you afford to pass up the 
McAlpin Hotel, New York, April Sth to 17th 


Permanent Exhibit, Julius Levenson, Inc., 
7 East 17th Street, New York 


greatest sales builder since the balloon tire? 
Write for descriptive folder and our 1937 


Bicycle Catalog. 
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COPELAND 


HAS NEW HEADQUARTERS 
iN ELMIRA 





Ai Copeland’s busy factory headquar- 
ters in Detroit today, complete local 
newspaper schedules are ready for every 
active Copeland Distributor and Dealer. 

It is Copeland’s aim to reach every 
possible buyer of household refrigera- 
tors, as well as every possible buyer 
of commercial refrigeration — through 
your newspapers, through great national 
magazines such as the SATURDAY 
EVENING POST and TIME, and 
through the various trade publications 


covering the commercial field. 








Yes—Copeland Distributors and Deal- 
ers will enjoy greatly multiplied profits 
this year, for everything —the product, 
the prices, the finance arrangements 
and the advertising—is in perfect tune. 
‘ You do not need a big bank roll to 
handle Copeland, for our new floor 
finance plan puts more importance on 
your reputation than on your net worth. 
Act now, before the heavy selling season 
just ahead. Write J. D. McLeod, General 
Sales Manager, the Copeland Refrigera- 
tion Corporation. 


‘TERS ai 
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COPELAND 


REFRIGERATION CORPORATION, DETROIT, MICH. 
A DALLAS E. WINSLOW INDUSTRY 








PIONEER MANUFACTURE RS OF REFRIGERATION 
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increase your profits 


The safest and handiest spool 
of barbed wire you ever used 
Protects hands and clothing 
when handling 


J&L Satety-Grip Handle lies 
flat when stacking. No humps 
to interfere in piling spools. 





Fast Turnover — Quick Profits 
...with J&L Wire Products 


Extra Features Mean 
Added Sales 


“W a, When you carry J & L Barbed Wire 
..- Woven Wire Fence. . . Nails 
, and Staples... you are sure of de- 
mand that moves these items off 
your shelves in short order. 


J&L Barbed Wire . . . with the special 
Safety-Grip Spool at no extra cost... is a 
favorite. The wire is heavily galvanized and 
made of high quality steel by Jones & Laughlin 
... maker of quality iron and steel products 
since 1850. 


J&L Barbed Wire on the Safety-Grip Spool 
has maximum sales appeal and “pick-up” 
value because of the ease and safety with 
which it is handled and used . . . and your 
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customers get higher quality barbed wire. It 
has the durability to give long dependable 
service. Customers like these added features 
and prove it by buying. ‘ 


Other high quality J&L Wire Products 
.. . woven wire fence, nails and staples... 
are equally good profit items. Your customers 
get complete satisfaction with these better 
quality products, because of the extra strength 
and durability that quality steel gives them. 


For fast turnover .. . quick profits . . . stock 
J&L Wire Products. Feature the Safety-Grip 
Spool. Your sales and profits climb. See your 
J&L distributor today. 


This J&L book will boost your Sales 
“Low Cost Protection for Stock and Crops” will 
help you sell more J & L Barbed Wire and J & L 
Fence. A sufficient quantity of these books, carrying 
your imprint, will be supplied through your jobber 
for distribution to your customer. 
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that commands attention 
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THAT CLINCHES SALES 


Just try to find another fence that packs the potent sales appeal that bethanized fence does—that has as 
many sales-clinching features_features that can readily be seen or that provide the basis for convincing 
sales talk. A roll of silvery, lustrous bethanized fence acts like a powerful magnet on fence prospects—gets 
them into your store. The through-and-through quality of this fence finishes the selling job and lays the foun- 


dation for future business. Bethanized fence is a real builder of customer good-will. 


Protected by 
99.99-per-cent pure zinc 
Purity is the key to lasting qualities in zinc coatings. It is 
well known among scientists that pure zinc is practically 
immune to the attacks of the weather. It’s the impurities 
in zine, particularly iron, that break down its defense 
against the elements. The bethanized coating is virtually 
pure zinc—99.99 per cent pure—the purest ever manu- 


factured commercially or applied to wire. 


A tried-and-proved electrical coating 
Bethanized fence started the trend toward electrical coat- 
ings. This fence was introduced a year ago, after bethanized 
wire had proved its superiority over a period of three years, 
under the most rigorous conditions conceivable. The recent 
swing toward electrical coating methods bears out the pre- 
diction made then, that the introduction of bethanized fence 


marked the beginning of a new era in fence manufacture. 


No zinc-iron alloy to weaken coating 
Coatings applied by some processes depend on a layer of 


zinc-iron alloy to bond the coating to the wire. As men- 


tioned before, iron in zinc destroys its resistance to weather. 
Consequently this zinc-iron alloy is of but little value as 
protection. The bethanized coating is of the same high 
weather-defying purity all the way to the wire. 


The bethanized coating is on to stay 


The bethanized coating is so tightly bonded to the wire it 
is unaffected by the roughest treatment. You can bend 
bethanized wire flat back on itself without cracking the 
protective coating or causing the slightest flaking or peel- 
ing. That’s why bethanized fence won't rust out at the 


wrap joints—is fully protected everywhere. 


Uniform thickness at all points 


Because it is electrically built up bit by bit on the base 
wire, there are no variations in the thickness of the bethan- 
ized coating—no thin spots to rust out relatively soon and 
cut down fence life just as a weak link limits the strength 
of a chain. 

You pay no more for tried-and-proved bethanized quality 
and the extra years of service it represents. 

All bethanized fence is made of copper-bearing steel 


wire, containing 0.20 to 0.30 per cent copper. 


BETHLEHEM STEEL COMPANY 
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And now, Rural Electrification 
comes forward and sits in the driver’s 
seat. North, South, East, West—new 
lines are being built—old lines are 
being extended and improved. County 
and suburban folks are wide awake to 
the fact that they can now have all of 
the conveniences electricity provides— 
and running water is of first impor- 
tance to them. 


The Myers story fits this picture per- 
fectly and the Myers Line brings profit- 
able business to Myers dealers. 


A complete line for any service up to 10,- 
000 gallons of water per hour. 


A quality line built to precision standards 
for durability and economical performance. 


A favorably priced line sold only through 
legitimate trade channels. 


A nationally advertised line that stands 
alone for customer recognition and pref- 
erence. 


And here’s an IMPORTANT TIP—Watch 
for the Big Myers Water System Sales 
Campaign soon to be announced by Myers 
Salesmen and through the pages of this 
publication. But don’t wait—write us im- 
mediately for complete information. 


Tz FL.E.MYERS & BRO.¢o 


ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS -HAY TOOLB-DOOR HANGERS 
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“Eveready” spends real money in magazine 
ver year in and year out to tell 
and Mrs. Public why they should buy : 
’ flashlights and fresh DATED 

?” batteries. 


NEW SALES RECORDS 


for Dealers who Stock this 


NEW “EVEREADY” 


BLACK AND COPPER 


Focusing Flashlight No. 7251 
Solid brass barrel, black japan finish...Solid 
copper fittings... Focusing spotlight. . 
“Eveready” ring hanger... Complete with 

_ two 950 Fresh, parep “Eveready” cells. - 

’ No, 7251 comes to you packed six to an at- 
tractive displayer, the No. 751 Display. 
Ask your distributor. 


Costs you only $2. 04,034. cents pestighg: - 
and you don’t have to buy quantities of 
flashlight cells to qualify for this spec 
profit-builder. en ee 












_ fuch money arguing the case with drug- 
gists in trade papers...because “Eveready” 
|. knows, and smart hardware men know there 
is no argument...mot when “Eveready” bat- — 
feries outsell all other makes put together! 

_ No hardware dealer can question the wis- 
dom of selling the product that drives the 
_ Public family into his store...and just by 
‘way of copper-riveting this whole discus- 
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NEW 
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ATTERIES 
 VEREADY BATTERIES 
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No. 7251 
t's Easier to Sell Nationally Advertised Lines 
All America has Learned to “‘Look for the DATE-LINE” Put this display on your counter for extra profits 

Gripping, attention-compelling, hard-selling ads like these, Get your full share of this attractive business. Call your dis- 
year after year, in America’s greatest magazines have rolled tributor today. Ask him to rush your 751 display with these 
up a tremendous public Preference for “Eveready” flash- new lights. And by the way, where is your “Eveready” flash- 
lights and fresh DATED “Eveready” batteries. When you light cell display? Is it out where it can do the best job for 
stock “Eveready” flashlights and batteries these dramatic you? Be sure it’s stocked with fresh DATED 950’s. Be sure 
messages to the millions, true stories that people everywhere it’s where people can see it. 

are talking about, are working for you. The word “Eveready” is the trade-mark of the National Carbon Co., Inc. 





NATIONAL CARBON COMPANY, INC. GENERAL OFfices:-30 East 42nd St., New York, N. Y. 
Unit of Union Carbide [jg and Carbon Corporation 
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@ Note wide flare on sides and ends of Osborn 
Push Brooms. This feature enables the user to 
cover larger surfaces and sweep close to walls or 
curbing without damaging blocks. For efficiency 
and economy, Osborn Push Brooms challenge 


comparison. There’s a right type and size for 











every requirement. Osborn Push Brooms build 
good repeat business because they are built 


‘right to work right on their respective jobs. 


THE OSBORN MANUFACTURING COMPANY 


5401 HAMILTON AVENUE * CLEVELAND, OHIO 
Sales Offices: NEW YORK * DETROIT * CHICAGO * SAN FRANCISCO 
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PROFIT! 
EXTRA 


UP 
STEPPING 


® Here’s fast-moving merchandise that was 
never known to clutter up a shelf! And if you 
really want fast action, display these blades on 
your counter—then watch them move! They’ve 
plenty of sales appeal; plenty of national adver- 
tising behind them. 

Remember — 2 five-blade packages FREE 
with every ten packages ordered. Offer applies 
only to Gem Doubledge Blades and Ever-Ready 
Blades. That means 20% EXTRA profit for you. 


Stock up while you can, Offer expires 
April 15th... American Safety Razor 
Corporation, Brooklyn, N. Y. 


ORDER FROM YOUR WHOLESALER TODAY! 


*You do your customers a favor by 
recommending these super-keen 
Doubledge Gem Micromatic Blades. 
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2 PACKAGES FREE WITH 
EVERY 10 PACKAGES! 


...IN THIS BIG DEAL ON 
GEM *DOUBLEDGE BLADES 
AND EVER-READY BLADES 
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THE SECOND IN A SERIES OF 
INTERESTING WINDOW TREATMENTS 
ARCHITECTS - - WALKER and GILLETTE 


Pennvernon Window Glass is un- 
usually clear and free from distor- 
tion. Its finish is brilliant and 
reflective on both sides of the 
sheet. These qualities make Penn- 
vernon Windows better windows. 


)o» PITTSBURGH, 
Fao PLATE GLASS COMPANY Glass. 


LQ 
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MODEL 1B. Snowy-white 
finish. Spiralator washing 
action ... EASY Dual-Re- 
lease Wringer that auto- 
matically stops rolls, throws 
them wide apart. 
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3 OUTSTANDING WRINGER SAFETY. 
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MODEL 5DS. Spiralator action 
combined with EASY Damp- 
Dryer. Assures absolute person- 
al safety. Saves washing, mend- 
ing time, and time on the line. 





EASY’'S EXCLUSIVE SALES FEATURES... 


sm')| os EASY DEALERS 


1 SPIRALATOR WASHES ee 
ane. a ser’ pene forth, open- 


EASY dealers make extra money on washer sales, because they 
d flushing out 


sell a bigger percentage of higher-margin models than those who 


retail ordinary brands. Hundreds of EASY dealers make over 
40% of sales on models $100 and up. 


How are they able to do it? Because of EASY’S exclusive sales 
features! Read them in the panel to the left. Note how they in- 
disputably put EASY quality head and shoulders above all others. 
EASY leads, too, in promotion and advertising cooperation. 
Tested newspaper advertisements; an impressive window display 
service; folders, handbills, booklets and mailing pieces; complete 
demonstration and sales training material all support EASY 
dealers in getting their bigger share of the business. 


66.1% of his EASY Sales over $100 


Introducing Mr. Wolf Chapin, Chapin- 
Wilson, Inc., Buffalo, New York. Dur- 
ing 1936 most of the EASY Washers he 
sold retailed for more than $100 each. 
His average EASY sale was $116. 

How does he doit? By selling EASY’s 
exclusive, profit-making Sales Features. 
You, too, can make extra sales and 
larger profits by featuring EASY’s out- 
standing advantages. Profit minded 
dealers every where are joining up. Write 
or wire for special EASY Profit Plan. 
EASY WASHING MACHINE CORP. 

‘ SYRACUSE, NEW YORK 


MODEL 33. Snowy-white. .. 
medium-priced. Swinging table- 
top. Extension shelves. Adjust- 
able knee control. Visible ironing 
surface. Double open end. Quick 
shoe release. 
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No. 71 Cellar Window Set 





National 
Cellar Window Sets 


have eye appeal as 
well as practicality! 











N addition to being well built, National 
Hardware appeals to the trade through the 
beauty of its protective finishes. 


The various sets illustrated here are pro- 
tected from rust and deterioration by being 
either heavily Sherardized or japanned. The 
smooth-working efficiency of the hinge and 
catch actions remains unimpaired through 
years of constant service. 


The designs of these cellar window sets rep- 
resent the latest ideas in smartness and work- 
ing simplicity — both of which features attract 


a ready sale for these worthy leaders of the 


National line. 


Does your stock include these sets? Write 
today for full particulars if you are not 
already listed among the progressive 
National dealers. 


National Manufacturing Co. 
STERLING - ILLINOIS 


National Builders’ Hardware is sold direct 
* to the retail dealer—a policy that promotes * 
quality, service and direct selling cooperation. 
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Be sure to stock these } 
Carborundum Brand Products 
in the attractive new 
packages 


ORDER FROM YOUR JOBBER NOW 
FOR EARLY SPRING DELIVERY 


@ These striking new packages are sure 
sales-builders. The Carborundum Brand 
Silicon Carbide and Aloxite Brand Alumi- 
num Oxide Scythe Stones—the famed Car- 
borundum Brand No. 57 File—the handy, 
easy-to-use Carberundum Brand Lawn 
Mower Sharpener—the useful No. 46 Car- 
borundum Brand Home and Garden Stone 
—all are in smart new packages. 

Better order from your jobber today. Get 
ready for increased spring sales with these 


famous products. 


CARBORUNDUM 


RAND ato 


ABRASIVE = PRODUCTS 


THE CARBORUNDUM COMPANY * NIAGARA FALLS, N.Y 


‘arborundum and Aloxite are registered trade-marks © e Carborundur 
(Carbc di Al gist it marks of Th b i] 
| Cc ur 


TUNE IN THE 
CARBORUNDUM BAND 
Saturdays 
at 7.30 P. M.,E.S. T. 


Columbia Chain 


» Company) 
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THAT’S WHAT THE ACTIVE DEALER DOES 
AND GLASS RETURNS HIM REAL PROFITS 


The active, aggressive hardware dealer is interested 
in just one thing— profitably and soundly increasing 
his business. Public interest in glass is steadily increas- 


ing its sales through hardware stores. People are 


¢ 


reading more about glass and, as a consequence, buy- 


ing more glass. 


You can cash in on this increased interest in glass by 
simply reminding your customers that you have glass. 
Show ’em glass and you'll sell ’em glass. Put Glass Dis- 
plays in your window and see your glass sales go up. 


Libbey - Owens: Ford Glass Company, Toledo, Ohio. 


Lipsey: Owens. Forp 


Ki QUALITY GLASS 
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A line approved by AGA, 
modern in style and fea- 
tures, and built touphold 
your good reputation— 
as well as ours. 

Backed by a company 
with 65 years’ experi- 
ence, that gives you real 
help in making profit- 
able sales that stay sold. 

Write for catalog and 
details. 





RANGES 6, FLORENCE 


























Cre Appeal ... with every modern feature 


FLORENCE STOVE COMPANY 
General Offices and Plant, Gardner, Mass.; 
Western Offices and Plant, Kankakee, IIL; 
Sales Offices: Merchandise Mart, Chicago; New 
York, Boston, Atlanta, Dallas, Detroit and San 


Francisco. 
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Its beauty attracts their attention. Its 
convenience wins them over. And its value 
clinches the sale. 

For here is a gas range offering features 
they have always wanted, plus the new con- 
venience of a center work space with con- 
cealed cooking top at each end. Smartly 
styled and finished throughout in gleam- 
ing white porcelain enamel with black 
bakelite handles and stainless steel trim. 
Has non-clogging ring-type burners that 
give Focused Heat—from a gentle simmer 





leaeee 
i THe 





to a broad spreading flame. Automatic 
safety flash lighters. Illuminated oven 18” 
wide x 20” deep, completely porcelained, 
and fully insulated with rock wool. Auto- 
matic oven heat control. Non-tipping 
racks. Removable oven bottom. Drawer- 
type broiler (also insulated with rock 
wool) has smokeless broiler pan. Two 
large utensil cabinets are equipped with 4 
condiment shakers. Cooking top light, elec- 
tric clock, and timer are conveniently lo- 
cated on backguard. 


oe 4 


aS = F [co 
OIL RANGES - GAS RANGES - HEATERS + RANGE BURNERS 


47 





FA PROUDLY ANNOUNCES THE NEW | 
é ARMORED | 


BUILT LIKE A a > 
BATTLESHIP 


Below is shown the protecting 
Fhe aale) ai dat-tame—)ab(-¥iol— Mand at-W-Ve CO baat 
portant air-tight wax 
seal. That’s why all 
of the cell’s stepped 
up power is pre- 
served by double 
protection. Ray-O- 
Vac offers more 
hours of full power 
light. 


look for the FRESH Date 


The INTRODUCTORY 
OFFER 


i id c¥- Wo b=) 0) -S al-1-) ae be ~~ : 
play at the left, complete , - nv 
with 48 cells brings you co ae? 
$4.80 retail, cost to you a O- . nch poten 
rmerly co™ 


$3.12; your profit $1.68. teen es 
Order from your jobber. 
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—they also 
buy these! 


MARCH l11, 


HE'S YOUR 


er 


Boermas: business pays the big- 
gest profits. It’s VOLUME busi- 
ness. A single painter’s trade is 
worth more to you than the small 
purchases of a whole crowd of 
housewives. 

Another interesting fact about 
painters is how they place their 
business. It goes to the store where 
they buy their white-lead. 

The way to cash in on this well- 
known buying habit is simple—but 


DUTCH BOY 


ALL-PURPOSE 
SOFT PASTE 


WHITE LEAD 


; 


effective. Stock and push Dutch 
Boy White-Lead—the most sought- 
after item in the painter’s line. 

Other Dutch Boy products that 
help to bring painters into your 
store are: Dutch Boy Linseed Oil, 
Dutch Boy Lead Mixing Oil, 
Dutch Boy Colors-in-Oil, Dutch 
Boy Liquid-Drier, Dutch Boy Wall 
Primer and Dutch Boy Quick-Dry- 
ing Red-Lead Primer. 


Selling Suggestion 


One sure-fire method for attracting 
painters’ business is a Dutch Boy 
Department. Stage a get-together 
of your Dutch Boy products and 
line them up in a good position on 
your shelves. That tells painters 
how well-equipped you are to serve 
them. It’s an idea that has paid out 
in store after store. 


) DUTCH BOY 


PAINTERS’ PRODUCTS 


NATIONAL LEAD COMPANY 


111 Broadway, New York; 116 Oak St., Buffalo; 900 W. 18th 
St., Chicago; 659 Freeman Ave., Cincinnati; 1213 West Third 
St., Cleveland; 722 Chestnut St., St. Louis; 2240 24th St., San 
Francisco; National Boston Lead Co., 800 Albany St., Boston; 
National Lead & Oil Co. of Penna., 316 Fourth Ave., Pittsburgh; 
John T. Lewis & Bros. Co., Widener Building, Philadelphia. 


49 








WALK-LAID MANILA ROPE | 
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Has Served American Industrialists For 106 Years 





ALL reaches into practically every field in serving a wide 
variety of industrial uses. General contracting, hoisting and 
structural requirements.:.painting, masons, building and general 
hardware supplies. 
Construction, agricultural, marine and drilling equipment...trans- 
mission and foundry rope. All in standard or special sizes and types. 
The quality and dependability of Wall Rope is characterized by 
the fullest confidence of Industrial America. 
Wall distributors are representative distributors. 
Write or phone for information, terms, prices, etc. 


The Longest Rope Walk in the World 
WALL ROPE WORKS, Inc., 48 South St., New York, N.Y. Factory, Beverly, N.J. 







33 South Charles Street, Baltimore, Md. 425 Decatur St., New Orleans, La. 
123 South Broad Street, Philadelphia, Pa. 671 Orleans St., Chicago, III. 
57 Commercial Place, Norfolk, Va. 505 Union Trust Bldg., Parkersburg, W. Va. 
102 Broad Street, Boston, Mass. 217 East Archer St., Tulsa, Okla. 


821 Folsom St., San Francisco, Cal. 
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B A R NE y says—there’s money in rental 


sanders, especially if you supply your clients with 
sandpapers that do a bang-up “professional” job 
that they will be proud to show their friends. The 
abrasive you provide can make all the difference in 
the world in the finished work. Remember, a sander 
is no better than the abrasive! So insure your cus- 
tomers’ 100%, satisfaction and gain boosters for your 
service by selling and recommending the papers used 


by professional floor sanders from coast to coast. 


LIGHTNING DURUNDUM 


FOR NEW FLOORS AND FINE FINISHING 


=Speedzgrits COMBINATION 


FOR REMOVING OLD VARNISH AND PAINT COATS 








And Don’t Forget The Floor Contractor ; ‘ P ‘ : ; 


You carry an extensive line of paints and varnishes 
for Professional Floor Sanders. Make a COMPLETE 
SALE, including abrasives with their finishing ma- 
terials and tools, As a result of years of direct mail 
promotion, and everlastingly making QUALITY 
PRODUCTS, Behr-Manning Floor Papers are standard 


throughout the country. Today, LIGHTNING DURUN- 
DUM is the best known name in floor sanding. Cap- 
italize on our continuous promotional program on 
all Behr-Manning Floor Papers, by stocking 50 yard 
rolls and Thrift Rolls of the items in most demand. 
These, with cut sheets, make a balanced stock. 


Write today to Department FA for full information and price schedules. 


BEHR-MANNING 





Manufacturers of 
QUALITY ABRASIVES 
Since 1872 
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(DIVISION OF NORTON COMPANY) 


TROY, N. Y. 






ASK YOUR JOBBER’S SALESMAN 
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2 MODELS OF UNEQUALED VALUE cums cv tne tarcesr 


EXCLUSIVE MANUFACTURER OF DOOR CONTROLLING DEVICES IN THE WORLD 


This sturdy “no slam’ device 
is built for long service . . . non 
rust seamless brass tube... . 
unbreakable heavy steel stamp- 
ings form the bracket, spring 
holder and hinge plate. Preci- 
sion built to insure checking at 
all times. Number 4 is packed 
in individual cartons with full 
instructions for applying. Sell 
a superior product to sell satis- 
faction. 


Number 04 is a dependable, 
simplified closer of excellent 
workmanship — built of high 
quality materials for durable 
The tube is seamless 
brass and holds a _ powerful 
It is of- 
fered at a surprisingly low price 


service. 
compression spring. 


and is packed in individual car- 
tons with full instructions for 
applying. (To be installed on 
opposite the hinge side only.) 


DOOR CLOSER | 








E 
E e) 


NORTON 


HIGHEST QUALITY SCREEN DOOR CLOSER 
NO. 4 RETAILS AT $2.00 


NORTON 
EXCELLENT VALUE SCREEN DOOR CLOSER 
NTommey: RETAILS AT $1.25 


PUT THE NORTON SCREEN DOOR CLOSER COUNTER DISPLAY TO WORK IN YOUR STORE 


2900 N. Western Ave. 


Write to your jobber or Norton Door Closer Company 


NORTON DOOR CLOSER COMPANY 


Division of the Yale & Towne Mfg. Company 
Chicago, Illinois 


THERE ARE MANY SCREEN DOORS IN YOUR COMMUNITY THAT SHOULD STOP SLAMMING 
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PVE JUST SIGNED THE 
@ FAN AGREEMENT! 


ie 
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GEST 
ORLD | 





Yes, sir! I’ve been signing the G-E Fan “Amen, brother,” and I signed right on the 
Agreement for more than thirty years now dotted line. 
9 . 

Ps = cane roud and happy to sign Yes, sir! The G-E Fan crowd has always 
oo 4 treated me right . . . and they’re going to 
Maybe, you wonder why? Well, here’s the get my fan business as long as they do! 
reason. 


The General Electric Company has always 
given me an outstanding line of fans. This *WATCH FOR 


year, the line looks better than ever! THE MAN WHO 
They’ve always helped me to sell G-E Fans, CARRIES THIS 
with free displays ... catalogs... 

folders . .. and newspaper advertising. PORTFOLIO. HE 
This year they’ve got the sweetest set-up I’ve WILL SHOW YOU 
ever seen! And, they’ve always had a liberal 

ER guarantee, which protects my fan profits! HOW YOU, TOO, f 
That’s why, when Jones stopped in and WILL PROFIT | 
e 5." showed me that new G-E portfolio, FAN WITH G-E FANS. 
PROFITS ARE IN THE BAG,* I just said, 





TORE 


“| GENERAL @ ELECTRIC 


llinois F A N Ss 


APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT 
MERA ER LS LAR A I TEESE A IRE LET AS EET 


=| AGE MARCH 11, 1937 = 








House cleaning time is the time to feature 
G-E Mazpa lamps together with other items 
in your store that customers will need for 
cleaning their homes . . . brushes, brooms, 
paint, cleansing materials and so on. 

Tell your customers how much fresher and 
brighter their homes will look if they remove all 
burned-out and blackened bulbs and replace 
them with bright, new G-E Mazpa lamps. . 
the kind that Stay Brighter Longer. 

Make your store headquarters for G-E Mazpa 
lamps at this time. Display these lamps in your 
window, on your counters, and in your store 
together with related house cleaning items. Tie- 
in your lamp display with current magazine 
advertising. Put up the “baby and bulb” ad- 
vertisement appearing in the March 13 issue 
of the Saturday Evening Post, and other lead- 
ing publications. General Electric Company, 
Dept. 166, Nela Park, Cleveland. Ohio. 


Pat 
is 
& 


exer 
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Be sure to feature the larger sized G-E Mazpa lamps at this time of year . . 
especially the 100 and 150 watt sizes and the Mazpa Three-Lite lamps design- 
for I.E.S, Better Sight Lamps. 


naire == TIE-IN YOUR STORE WITH G-E’s 
MARCH MAZDA LAMP ADVERTISING. 
DISPLAY THIS AD IN YOUR WINDOW 








GENERAL @ ELECTRIC 
MAZDA LAMPS 
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The galvanized shank, which 
eliminates rust, sticking and 
freezing atthe “trigger point” 
is the outstanding improve- 
ment in steel traps during the 
past forty years. Its advantage, 
providing certain springing 
of the trap whenever a fur 
bearer steps upon the pan, 
was proved by many thou- 
sands of trappers during the 
past season. 


i Found only on Blake & Lamb 


This exclusive feature of superiority is free to the hardware trade---as the added cost of the 
zinc coated heavy pan shank, now standard on all Blake & Lamb models and sizes, has 





wv 


ies. been absorbed by the manufacturers. 
This year, when ordering futures---don't say “steel traps’’---say Blake & Lamb, the nationally 
advertised brand sold through the hardware trade. The brand with which the retailer can 
LE’s meet any form of competition on price---and beat it on quality! Ask your jobber! Or, 


write to us for free sample or catalog. 


NG. 
OW 


7 THE HAWKINS COMPANY 


AMERICA’S OLDEST TRAP MANUFACTURERS 
SOUTH BRITAIN, CONNECTICUT 





ack | MARCH 11, 1937 55 


























A COMPLETE LINE OF 


CAMP > CABIN > TRAILER 


SOS aS 


Thousands of sales at good profits will be made by 
dealers who stock these Coleman Appliances in 1937. 
They'll sell to the millions of Americans who soon will 
be rolling along the highways and byways, in trailers 
and motor cars headed for Vacation Land...to camps, 
summer cottages, cabins. They’ll need and they'll buy 
Coleman Lanterns, Trailer, Camp and Cabin Stoves! 


Coleman Stoves lead the field in performance, economy and 
appearance. Eight models of cabin and trailer stoves, six models 
of camp stoves, enable you to meet every customer’s demand for 
real gas-cooking service in camp, cabin, trailer—anywhere! 


For Cooking and Lighting 
in Camp, Cabin, or Trailer 








MODEL 2H—An efficient. two-burner Camp 
Stove with — Built-in Oven, complete. 
Folding High Stand is extra equipment. 





Coleman Stoves make and burn their own gas from 
ordinary, lead-free gasoline. They light and regulate 
instantly. Equipped with Everdur Metal Fuel Tanks, 
rust and corrosion proof. On most models, tanks are 
removable for easy, safe filling. 

All indications point to the biggest Stove year in 
Coleman History. Now is the time to get your share! 
Ask your jobber or write for full information. 


THE COLEMAN LAMP AND STOVE COMPANY 


Toronto, Ontario, Canada (FD-49) 


Wichita, Kans. Chicago, Ill. 


Philadelphia, Pa. 





No. 371 
TRAILER AND CABIN STOVE 


Los Angeles, Calif. 





TRAILER AND CABIN STOVE 








No. 390 
TRAILER AND CABIN STOVE 








Sell COLEMAN LANTERNS, Too! 


For plenty of dependable outdoor light at night, every 
camper, tourist and vacationist needs a Coleman Pressure 
Mantle Lantern. It supplies brilliant, steady white light 
for any job in any weather. Wind, and rain can’t put them 
out. Burn for hours on one fuel-filling. Gasoline and 
Kerosene models made to fit any need and any budget. 
Sell one when you sell a Coleman stove! Ask your jobber. 














No. 418 CAMP STOVE 


No. 6B CAMP STOVE 





No. 4F CAMP STOVE 
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QUITE A WHILE AND STILL GOING! From New York to California, 
hardware stores are boosting sales with Taylor Thermometer 
and Weather Instrument Promotions 


TORES throughout the country know 
what can be done in merchandising 
and selling Taylor Thermometers and 
Weather Instruments—all carrying the 
Five-Year Taylor Guarantee of Tested 
Accuracy. 
In just a short time one store has had 


four separate promotions. Several have 
put on three. More have featured ther- 
mometers twice. One successful Taylor 
promotion led to another. There’s profit 
in it. 

If you wish to build up thermometer 
sales in your store, Taylor will help you 
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In every Taylor Promo- 
tion, featurethis Taylor 
Guarantee of Tested 
Accuracy. Itis Taylor’s 
assurance of quality 
and fine workmanship 
to the public. 








with window and counter displays, leaf- 
lets for your customers, mats for your 
newspaper advertising and sales helps for 
your clerks. National consumer adver- 
tising has been building up knowledge 
and acceptance of the Taylor name for 
you to capitalize on. * 

Ask a Taylor Representative how to 
get a tested, money-making Taylor Pro- 
motion for your store. Or write direct to 
Taylor Instrument Companies, Roches- 


ter, New York, 


INSTRUMENTS 


Indoor, Outdoor, Cooking and Bath Thermometers 
—Stormoguides and other Weather Instruments. 
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IN EVERY CAN OF « 
PITTSBURGH PAINT /, 4 


Here’s the plan that'll 
help you get your share! 


There zs gold in every can of Pittsburgh Paint. 
There’s gold for you in Pittsburgh’s complete 
line, in Pittsburgh’s 24-hour delivery to any 
part of the country, in Pittsburgh’s national public 
acceptance and proved quality! And this year we're 
doing more than ever before to help you get your 
full share of this extra Pittsburgh gold! 


Forceful National Advertising 


We’re going into the Saturday Evening Post 
with brilliant, four-color, two-page spreads. 
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Striking color advertisements will be used 
in McCalls, Better Homes and Gardens and 
the American Home. And powerful full-page 
messages will appear in Collier’s. 


Heavy Local Advertising 


We're offering a local 50/50 cooperative 
campaign that is bound to make sales for you. 
And we back this with effective direct mail, 
with an amazing new “Believe It Or Not” 
Ripley book on home decoration, with strik- 
ing window displays and hard-selling truck 
posters that cost you nothing! Premiums, 


special deals, a brilliant Neon sign—they’re 


) 


of > 
a ~ 


11, 


all available, too. And we’re doing something 
that’s never been done before—launching a 
great national advertising campaign selling 
the services of your best customer, the 
painter, to the general public! How’s that 
for a good-will winner—a sales builder! 


Get Your Share of Gold 
This is going to be a Pittsburgh year — no 
doubt about it! Get on the Pittsburgh band- 
wagon right now—tie in with all these big 
activities and get your share of Pittsburgh 
gold! Pittsburgh Plate Glass Company, Paint 
Division, Pittsburgh, Penna. 


PITTSBURGH PAINTS 


Smocti as Olfzss 


WALLHIDE~» FLORHIDE * WATERSPAR * SUN-'PROOF 
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The tremendous increase in the use of stainless 
steel and aluminum alloy mouldings, awning covers, 
and decorative shapes and strips for new store fronts 
and other modernization involves difficult metal saw- 
ing problems. To meet the demand thus created, Millers 
Falls has developed a new metal cutting mitre box, 
superbly built to insure fast, accurate work. 

This new Millers Falls product is a worthy com- LANGDON ACME WOOD 
panion to the justly famous LANGDON ACME and CUTTING MITRE BOX 
GOODELL ALL STEEL wood cutting mitre boxes. 
It embodies all their tried and true features of design 
and construction so well known to craftsmen every- 











































where. 

Many of your best customers — men who appre- 

ciate the best in tools and are willing to pay for quality 
— need this new metal cutting mitre box right now, 
and will buy it on sight. 
Write for Catalog 41 and for detailed information 
regarding the mitre boxes shown here and many other 
new and interesting additions to the fast selling profit- 
able Millers Falls line. 


MILLERS FALLS 
lejeis 


NARRATE RSET 








GOODELL ALL STEEL 
WOOD CUTTING MITRE BOX 






GOODELL 
PRATT 





MILLERS FALLS COMPANY «<- Greenfield, Massachusetts . 


28 Warren St., New York City 100 So. Jefferson St., Chicago, Ill 
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WITH TWO OF THE GREATEST NATURAL SALES 
APPEALS SINCE THE FIRST ROLLATOR REFRIGERATOR 





Gow /em ROLLATOR REFRIGERATION 











For 1937, Norge again sets the pace with the greatest 
advances in home refrigeration since the introduction of 
the Rollator—the new Norge LOW-TEMP Rollator Re- 
frigerator and ingenious new flexible interior arrange- 
ment in both Low-Temp and Deluxe models. 

Straight through the line—right down to the “‘price”’ 
models—Norge has greater value to sell, greater value 
to demonstrate. Norge dealers enjoy two advantages 
—sensational public acceptance of the name Norge 
and continuous product leadership. 

The Norge 1937 advertising and sales promotion 
program is the greatest in Norge history. Get full 
details of the Norge proposition from your nearest 
Norge distributor. Liberal finance plans make it easy 
to be a Norge dealer. 


NORGE DIVISION Borg-Warner Corp., Detroit, Michigan 


See THE DIFFERENCE! 
Sell THE DIFFERENCE! 


Packet THE DIFFERENCE! 


BEA NO RGE DEAL Ep 


~<a 


ROLLATOR REFRIGERATION (Domestic and Commercial) « GAS AND ELECTRIC RANGES 
WASHERS AND IRONERS - WHIRLATOR OIL BURNERS + GAS BURNERS « FINE-AIR 
FURNACES » COAL STOKERS « AIR CONDITIONING » CIRCULATOR ROOM HEATERS 


MARCH 11, 1937 


)= NEW Hecke INTERIOR ARRANGEMENT 
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PROMOTE NESCO 77/4 


with this Complete 


meee 0FIT BUILDING 


NATIONAL ADVERTISING 


The country’s leading home 
magazines will feature Nesco 
Products in 1937. 


THIS 
VALUABLE BOOK 
$1.50 value — for only 
2S¢ or free with five- 
piece Kitchen Ensemble. 















ail : : BEAUTIFUL 
Nesco Delphinium Blue has achieved first sett... 
place in the hearts of modern housewives. Sens tea 
isplay is packed with 


each Five-Piece Kit- 
chen Ensemble. 


Nesco leads the way to greater Retail Profits for 
you in 1937, with the greatest, most complete 
Merchandising Program ever given a Housewares Line. National 
advertising in Women’s and Farm Magazines will reach over 
16 million families—your customers. Brilliant, colorful display 


COLORFUL 
CONSUMER FOLDER 


Can be used for counter 
velor aT sure 


elope €¢ 


units, specially planned merchandise groups, seasonal specials, or enveloy 
consumer folders, newspaper mat service, store employee hand- 
book—these are only a few of the highlights in Nesco’s well-round- 
ed Dealer-Help Program for 1937. Let us tell you more about it. 


NATIONAL ENAMELING AND STAMPING COMPANY 


Executive Offices: 455 NORTH TWELFTH STREET, MILWAUKEE, WISCONSIN 


Factories and Branches: Milwaukee, Chicago, New York, 
Baltimore, Philadelphia, Granite City,.Ill., San Francisco 


STORE EMPLOYEES 
HANDBOOK 


ENAMELED JAPANNED TIN GALVANIZED ELECTRICAL KEROSENE RANGES 
WARE WARE WARE WARE APPLIANCES AND HEATERS 
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OUT 10 SMASH RECORDS AGAIN! 








The 1937 Frigidaire Line includes 
5 Master Models 
5.1to 8.25 cu.ft.sizes 4.1to 8.25 cu. ft. sizes 


Imperial Model 
13% cu. ft. size 


4 De Luxe Models 


3 Special Models 
5.1 to 7.2 cu. ft. sizes 


The D3-37—3.1 cu. ft. size 


COMPLETENESS NEVER BEFORE KNOWN IN 


ALL 5 BASIC SERVICES 


FOR HOME REFRIGERATION 


1. GREATER ICE-ABILITY 


Ends “ Cube- Struggle” and “Ice- 
‘amine’! 
2. GREATER STORAGE-ABILITY 


Ni 9-Way Adjustable Interior! 
ew - 


3. GREATER PROTECT-ABILITY 


’ 
safer, fresher. longer : 


ecps food 
4 QREATER DEPEND-ABILITY 7 
5-Year Protection Plan, backed by 
eneral Motors. 
5 QREATER SAVE-ABILITY 


E 
ONLY FRIGIDAIRE HAS TH 


METER - MISER 


, 
Cuts Current Cost to the Bone! 















YOU'LL DO SCY Zavbs WITH FRIGIDAIRE 
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THE NEW SUPER-DUIY FRIGIDAIRE 


The 1937 sales sensation! Only Frigidaire 
has it! Instantly releases ice-cubes from 
trays! Yields 20% more ice by ending melt- 


: va 
der faucet! A single demonstratio 
"Frig n front for 1937! 


ing 
puts Frigidaire ’way out 1 





STORAGE-ABILITY never known in home refrigeration be- 
fore! Includes a 2-way Frozen Storage Compartment . .. 
2-way Cold Storage Tray . . . 3-way Sliding Shelf . . . 2-way 
Multi-Storage Section. 9 quick, easy adjustments, with 


dozens of variations! 


An exclusive Frigidaire advantage with un- 
beatable sales-closing power! Cuts —— 
cost to the bone! And proves it with an actua 
electric meter test! The simplest refrigerating 
mechanism ever built! Only 3 moving patts, 


including the motor. 


Frigidaire announces a sensational new 
line... and the biggest, most dramatic 
selling program in its history 


@ YOU'LL DO STILL BETTER WITH FRIGIDAIRE IN 
1937. Because Frigidaire is putting back of its 
sensational new line the most sweeping, far-reach- 
ing Selling Program in its history! Sales strategy 
which retains everything that shattered all sales 
records in 1936. Plus new strategy—built around 
“ALL 5 Basic Services for Home Refrigeration.” 
Plus, also, the introduction of the new Instant 
Cube - Release — greatest improvement ever made 
in ice convenience! All backed by an even heavier, 
more concentrated advertising schedule! 
Everything about the 1937 program is complete, 
dramatically presented, sales-compelling in the high- 
est degree. We're all set to go! Watch Frigidaire 
selling men set the fastest pace on record. They're 
bound to do still better with Frigidaire in ’37! 





IN °37! 





Watch for the smashing an- 
nouncement ads appearing 
in 157 newspapers from 
coast to coast and in all 
these leading publications, 
beginning March 7! 





The Saturday Evening Post 
Collier's 

Liberty 

Time 

Cosmopolitan 

National Geographic 
American Home 

Better Homes and Gardens 
American Weekly 

This Week 

Good Housekeeping 
Woman's Home Companion 
McCall's 

Holland’s 

The Graduate Group 
Electricity on the Farm 
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MINNESOTA BRANDS of SANDPAPER and EMERY CLOTH 


satisfy your customers and 
speed up your turnover 


BECAUSE— These quality abrasives are made under a 
scientifically controlled process so they will cut faster 
and wear longer. Their extreme flexibility permits 
easier handling and better sanding of curved surfaces. 


lias it ec ad a 


This kind of performance helps you make and hold 
satisfied customers and assists in establishing your 
business as a preferred source of supply for all hardware 
and related items. 


BA WO 
SANDPAPER THe fy Place a Sandy Smooth counter display in your paint 


» ae! B and tool departments and by your cash register. “‘Sandy 
. 4 — Fal fy he nr Smooth” arouses customer interest which repeatedly 
> 10 Reale Bo. develops into pick-up sales. 


MINNESOTA MINING & MFG. CO. 
SAINT PAUL MINNESOTA 
BAEDER ADAMSON WAUSAU ABRASIVES CO. 
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Mr. Redd’s National System provides the records 
which are needed to get salespeople to sell more. 


MR. VEACH C. REDD, owner of a 
well-established hardware store in 
Cynthiana, Kentucky, is enthusiastic 
about his Multiple-Drawer National 
Cash Register System. : 

“During most of the 36 years we 
have been in the retail business,” says 
Mr. Redd, “we used single-drawer 
cash registers. 


“But, recently, we installed a mod- 
ern Multiple-Drawer National. We 
are now beginning to realize what we 


missed all those years. 

“Most important, I notice increased 
enthusiasm on the part of the sales- 
people to make sales. The new regis- 
ter makes them think about suggested 
selling, something we have not had 
in the past, and especially needed 
during peak selling seasons. 

“There are many other things we 
like about the new system. First, there 
is the matter of personal responsibil- 
ity of the salespeople in handling the 


various transactions. With a single- 
drawer register, we were never able to 
locate errors or to find out who made 
them. We could not control shortages. 

“In the second place, it is certainly 
a great satisfaction to be able to know 
at a glance at the close of the day’s 
business just what has been done, 
and who did it. 

“We feel sure now that our invest- 
ment in this modern National System 
will pay us dividends in the matter 
of control and accuracy in a short 


THE Gif : (Luh 


e 
e 
DAYTON, OHIO 


CASH REGISTERS °* 


TYPEWRITING-BOOKKEEPING MACHINES * 


POSTING MACHINES °* 


time. And that it will materially in- 
crease our sales due to increased 
enthusiasm among our salespeople. 
They, too, like the new register be- 
cause they feel safer since they can 
check their own accuracy.” 

You will find that the installation 
of a modern system will increase your 
sales too. A National Cash Register 
System supplies you with accurate 
records, efficiently and economically. 
Our local representative will show 
you how. 


BANK-BOOKKEEPING MACHINES 


CHECK-WRITING AND SIGNING MACHINES * ANALYSIS MACHINES * POSTAGE METER MACHINES * CORRECT POSTURE CHAIRS 
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ONLY HAMILTON BEACH 
HAS ALL THESE Features 


Any speed desired 
with steady, full power 
at all speeds in thick 
© or thin batters—regu- 
lated by ome control 
switch. 
One - hand, portable 
motor slides off stand 
with nothing to re- 
lease. Same hand op- 
erates single control 
switch. 
Bowl control—an ex- 
clusive feature — in- 
sures thorough mix- 
ing. Shift, bowl to 
prevent mix ure piling 
up in m dle or 
around edges. 
Sturdy, double guard- 
ed beaters are attach- 
ed or detached for 
cleaning in one unit 
by the twist of a 
thumb screw. 


















EXTRA SALES FEATURES! 
STRONGER SALES HELPS! 


It’s the extra convenience features of the Hamil- 
ton Beach Food Mixer that make it easier to 
sell. They’re features every woman wants—that 
assure easier operation, greater usefulness and 
better cooking results. Check these extra fea- 
tures. Use them in your sales talk. They’re 
easily demonstrated over the counter. These 
extra sales advantages—plus the superior qual- 
ity the name Hamilton Beach represents—offer 
you unequalled opportunities for profits and 
customers’ Goodwill. 


Hamilton Beach food mixers are consistently 
advertised the year ’round in leading magazines 
—SATURDAY EVENING POST, GOOD 
HOUSEKEEPING, BETTER HOMES AND 
GARDENS, WOMAN’S HOME COMPAN- 
ION, AMERICAN MAGAZINE and AMERI- 
CAN HOME. Timely window and counter 
display cards in striking colors, folders, 
newspaper mats and other tie-up material—are 
furnished Dealers—free on request. 


SPECIAL MOTHER’S DAY CAMPAIGN 
Mother’s Day, May 9th, is a National Gift day 
and a Hamilton Beach food mixer is a natural 
Mother’s Day Gift. We are running special 
advertisements in magazines and preparing 
special Dealer Helps for your use. Plan now to 
tie up with our special campaign—to make 
your store Mother’s Day Headquarters. 


PROFIT-PROTECTING POLICY 
Hamilton Beach Food Mixers are sold through 
Wholesaler and Retailer. We are 100% for 
price maintenance and a full Dealer profit on 
every sale. Get behind this food mixer that 
offers you every opportunity for volume and 
profit. Order from your Jobber’s Salesman. 
Write us for free dealer helps. 


HAMILTON BEACH CO., Racine, Wisconsin 
Division of Scovill Mfg. Co. 
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3 INSTANTLY YOUR CUSTOMERS WILL SEE THE AMAZING DIFFERENCE 






2 UNROLL SOME HEX-CEL NETTING 











LET your own eyes be the judge of which 
poultry netting you should sell! 

Simply unroll some U-S-S American Hex- 
Cel. Alongside of it, some ordinary netting. 
Then, note the amazing difference! 

Hex-Cel lies straight as a plumb-line. Flat 
asa pancake. Nokinks. Nocurled edges. From 


top to bottom of each lustrous roll, Hex-Cel is 


true—edges even —cells in perfect alignment. 

He:-Cel puts up a stubborn fight against 
corrosion, too. It’s made of rust-resisting 
copper bearing steel, heavily and smoothly 
galvanized. Hex-Cel is easy to erect. No top 
or bottom boards are needed. And Hex-Cel 
costs no more than ordinary netting! No 
wonder it sells on sight. Order a stock now. 


U-S-S AMERICAN HEX-CEL POULTRY NETTING 


OTHER AMERICAN BRANDS: HEXTRALINE, STRAIGHTLINE 
American Steel & Wire Co., Chicago; Empire State Bldg., New York Columbia Steel Company, San Francisco, California 
Tennessee Coal, Iron & R.R. Co., Birmingham, Alabama Uss) United States Steel Products Co., New York, Export Distributors 
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UNITED STATES STEEL 





-¥, 6! THE NEW BERLOY 
ge mrd Linc Label Line 


SAA OF STEEL 
‘Ug p 
“ye BUILDING 


PRODUCTS 


® Berger... famous for 
over 50 years in the 
sheet metal industry, now announces its re- 
entry into the steel building products field! 


To meet production requirements for this 
extensive new line of Berloy products, 
Berger has acquired a great, modern 
plant, completely equipped with the most 
efficient steel fabrication equipment. 


The famous Berger and Berloy names on 
these reliable products assure you of the 
utmost in quality, materials, and crafts- 
manship. Write for full details regarding 
the entire new Berloy Blue Label line now! 


THE BERGER MANUFACTURING COMPANY 


ft cg CANTON, OHIO 
Subsidiary of Republic Steel Corporation 
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THE IRWIN AUGER BIT CO. 
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HOBBIES-— 


Last month I visited the annual 
Hobby Show in New York City. 
It was a complete revelation, for 
me, to see the extent to which very 
costly and highly interesting hob- 
bies are pursued. It is strictly an 
adult program and includes the 
building of very complete and 
realistic railroad systems, motor 
boats, steam propelled hoisting 
equipment, ship models, etc. All 
these models are built to scale 
with micrometer accuracy and in 
all cases must operate. Thousands 
of dollars have been invested by 
hundreds of these “scale model 
enthusiasts,” most of whom belong 
to a local society which operates 
the show, and maintains perma- 
nent headquarters where weekly 
meetings are held. Practically 
every city and hundreds of smaller 
cites have similar organized adult 
groups pursuing such hobby work. 
Some groups operate complete 
trolley lines, railroad systems, 
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both indoors and outdoors with 
faithful reproductions of genuine 
equipment—all built to scale. The 
“built to scale” is a tender spot 
with these men. They stress this 
in every discussion of the models 
on display to completely differen- 
tiate between their handiwork and 
toy models or casual miniature re- 
production. As a result, these 
hobby groups are tremendous buy- 
ers of precision tools that hard- 


_ware stores sell. A. W. Gerstner 


& Co., New York City hardware 
firm, had a good centrally-located 
display booth at the N. Y. Hobby 
Show and did considerable busi- 
ness in drills, gages, supplies and 
such materials. A more complete 
report with photos is planned for 
an early issue as this hobby mar- 
ket has great possibilities in many 
localities. Necessarily it is lim- 
ited, somewhat, to men of fairly 
comfortable means — yet every 
community has its quota of such 
prospects and they are worth cul- 
tivation. 








COCHRAN BILL- 


Known as H.R. 137, the pro- 
posed Cochran Bill has much of 
interest to hardware dealers and 
wholesalers. It would amend the 
Bankruptcy Act, now in force, by 
giving priority of claim to “wages 
due to traveling or city salesmen, 
on salary or commission basis, 
whole or part time.” Previously, 
as the American Retail Federation 
points out, commissions have not 
always been classed as wages, and 
have not been given the priority 
of payment accorded to set wages 
due to salesmen. Says the Federa- 
tion of this amendment, “The 
amendment proposed by H.R. 137 
will protect retailers from the un- 
fair competition of an unscrupu- 
lous dealer who enters a territory 
with a line of cheap goods, which 
he sells at low prices, on a com- 
mission basis, and then goes into 
bankruptcy to avoid as many of 
his obligations as possible.” It 
will also protect the men em- 
ployed by such “gyp artists,” who 
are usually a type of employee 
very hard pressed for some form 
of income. This proposal merits 
the support of hardware mer- 
chants and other established, tax- 
paying legitimate retailers. 


CHANDLER BILL- 


The Chandler proposal also 
amends the Bankruptcy Act and 
is identified as H.R. 1981. It pro- 
vides an amortization plan for 
handling debts of wage earners 
which avoids personal bankruptcy. 
The American Retail Federation 
believes: this provides creditors 
with the means of avoiding costly 
collection agency arrangements; 
reduces the cost and difficulties of 
handling such collections and 
saves the bother and expense of 
present-day legal procedure to ob- 
tain the same results, and at the 
same time should stop losses 
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TEETH THAT BITE! 


@ Nature gives every wild animal strong, sharp teeth, firmly set, 
for a lifetime of effective use. Without them they could not survive. 

Atkins spent years engineering a perfect set of saw teeth to 
suit every cutting need in wood, ferrous and non-ferrous metal, 
plastics or stone. Silver Steel, metallurgy’s finest saw steel, assures 
teeth that will stay sharp longer, hold their set, cut easy, fast and 
clean. 80 years experience in tooth design, plus Silver Steel, 
assures maximum production with a minimum of effort. Atkins 
Saws have the teeth that bite. 


E.C. ATKINS AND COMPANY #fWR%9 INDIANAPOLIS, INDIANA 
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through repossession. If so, this 
too is a good measure. It always 
seems to me that the difficulties 
mentioned might better be nipped 
in the bud by a sane and sensible 
credit policy, particularly in han- 
dling installment sales. A sub- 
stantial down-payment and a very 
precise amount and frequency of 
payments contract on a chattel- 
mortgage basis seem to offer the 
most fundamental solution to this 
problem. If the prospect cannot 
live up to such conditions he real- 
ly is not a proper prospect for 
the purchase and in the long run 
the dealer is better off without 
such business. 


SPEECHES-— 


Under the title “Going to Make 
a Speech,” our old friend, the 
highly competent and interesting 
convention speaker, E. St. Elmo 
Lewis, has written a very useful 
book. Of all the books I have 
read on the subject, this one easily 
rates in first place. Mr. Lewis not 
only tells how, but actually shows 
how and why. As usual, he is con- 
vincing. Confirmed hardware con- 
ventionites will remember him as 
a one-time popular hardware con- 
vention speaker, full of good sense 
interestingly expressed. The book 
is typical of the man. It costs 
$3 and is published by The Ron- 
ald Press, New York City. If you 
speak for fun, necessity, or profit 
this book will help you. 


RECIPROCITY SALES-— 


Representative Wright Patman 
is sponsoring another new form 
of legislative control to prohibit a 
common business practice. This 
proposal, known as H. R. 4722 
deals with “Reciprocity Buying.” 
Briefly, this bill provides that it 
shall be unlawful to directly, or 
indirectly, make a sale or a con- 
tract for a sale which involves 
reciprocity, also directly or in- 
directly. In other words, a manu- 
facturer selling supplies or mate- 
rials to a railroad could not be 
forced to agree, for that sale, that 
his shipments would favor that 
certain railroad. Likewise, a 
manufacturer buying certain sup- 
plies from a distributor could not 
force the distributor to handle his 
line of manufactured products. I 
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cite these examples as typical of 
conditions which our readers 
would understand, not because | 
think they are particularly good 
examples. The same conditions 
would prevail in the contract for 
services as for merchandise. The 
“directly or indirectly” phase of 
the proposed law is important as 
reciprocity sales are sometimes 
arranged very indirectly, in favor 
of subsidiary companies or be- 
cause a firm to be favored with a 
reciprocity order is a “good cus- 
tomer.” The law, of course, says: 
“Where the effect may be to sub- 
stantially lessen competition, tend 
to create a monopoly or to injure, 
destroy or prevent competition.” 
There is no doubt but that reci- 
procity sales do lessen competi- 
tion—almost to the point of elimi- 
nation of competition, but I have 
serious doubts about the feasi- 
bility of such legislative control 
believing the practice is too wide- 
spread, too complex, etc. 


SALESMEN'S 
PROBLEMS-— 


Last fall, I commented on 
troubles salesmen are having with 
factories who impose hardships 
that are unfair and often unethi- 
cal. To these comments could be 
added many reports from men in 
the field whose own personal ex- 
periences offer good examples of 
unfair treatment. In most cases 
these salesmen’s letters are not 
mere idle complaints. Some _ in- 
clude, on the letterheads of fair- 
sized factories, statements by per- 
sons in authority that are some- 
what startling. For example, one 
factory gives credit for commis- 
sions only when the salesman 
actually mails in the order with 
his own name on it and will allow 
no credit for orders mailed in, 
following calls on the customer. 
This is grossly unfair and will 
surely lead to a severance of the 
agency arrangemerits when _busi- 
ness improves sufficiently to per- 
mit these salesmen an opportunity 
to make other connections. Ob- 
viously, a man might work on a 
prospect for a long time and 
finally sell him on handling a 
certain line of goods. An initial 
order is placed, a new account is 
opened. Between regular calls, 
the customer needs some replace- 








ment stock and mails in an order. 
In such cases, the salesman in the 
territory who opened the account 
should have credit for the order 
and receive the commission. Other 
factories “reserve the right” to 
declare any account in “your ter- 
ritory” as a “house account” and 
thereafter the salesman loses all 
commissions on such business. 
This is a cheap practice and thor- 
oughly dishonorable. Such _poli- 
cies cannot possibly engender 
good will, loyal support or re- 
spect. Under such circumstances. 
a salesman is justified in advising 
his customers of these practices in 
the hopes that the customer will 
mail orders to his home, but that 
delays business and so we begin a 
vicious circle all because a fac- 
tory is selfish and unfair. I sug- 
gest that all salesmen read care- 
fully their agency contracts or 
letters of agreement and know 
precisely, in advance, what to ex- 
pect and be governed accordingly. 


SALESMEN’S COSTS- 


A sales agent has overhead costs 
just as a manufacturing or dis- 
tributing business has. He has 
his fixed traveling expenses. Often 
he spends much of his own time. 
consequently his money, trying 
to build up previously unknown 
lines. Many actual orders cannot 
compensate him for his invest- 
ment yet he works on, expecting 
the aggregate to keep him fed. 
clothed and housed. Therefore. 
he needs and is justified in de- 
manding territorial — protection, 
within reason, based on _ the 
amount of time. effort and ex- 
pense he faces to handle any line. 
anywhere. Once a line is estab- 
lished with a customer, the sales- 
man has a perfect right to expect 
a return from replacement sales 
to that customer, even though 
placed direct or at a time be- 
tween his calls. The salesman 
needs such commission to pay 
back his original investment in 
time and traveling expenses and 
must have “some of the good” to 
offset “some of the bad” in cover- 
ing his territory. Neither the 
salesman nor the house can take 
all the grief and not occasionally 
get the benefits of a little luck 
in the matter of extra and some- 
times unexpected sales. 
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A Christmas crowd at which 
Santa Claus distributed gifts 
under the sponsorship of The 
Advertise Olney Assn. 


A thoughtfully planned program of 
community events is forcing back the 
boundaries of this county town’s 
trading area... 


—— 


S= Olney, Ill, Merchants| F 
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feature of the idea is that it ac- 
complishes its purpose at rela- 
tively small cost. 

A local druggist, Claude Tilton, 
originated the idea. Following his 
election as secretary of the Cham- 
ber of Commerce, several years 
ago, he became convinced that the 
activities of that organization 
should be supplemented with a 
special program for merchant 
members. This led to the develop- 
ment of the present program and 
to Mr. Tilton’s appointment as 
chairman of the Advertise Olney 
Association’s Executive Commit- 
tee. A local hardware dealer, 
Robert Murray of the Ben Mur- 
ray Hardware Co., is one of the 
five members of this Committee. 
In forming the organization, mem- 
bers of the Committee visited local 
merchants, explained the idea, 
and endeavored to get every mer- 
chant to sign a membership agree- 
ment further outlining the objec- 
tives, and other details relating 
to the Association. This agree- 
ment was phrased as follows: 

““Purpose—To cause an increas- 
ing number of people: to think 
about Olney; to talk about Olney 
and to visit Olney more often. 
To cause more and more folks to 
become Olney-minded, thinking 
of Olney first for any and all of 
their needs. To popularize the 
slogan ‘You Can Get It In Olney.’ 
te “Program—To have an Olney 





Day at least once a month, with 
act ume ee women and children, as well as a variety of programs touching 
Li farmers and townspeople. An- as many group-interests as pos- 

other important and attractive sible, and seeking to contact all 
ESIRING to increase their : 
town’s popularity as a ai 


shopping center some sev- 
enty retail merchants in Olney, 
Ill., population 6100, are support- 
ing a well-rounded program of 
unique local events which is pro- 
ducing excellent results. Operat- 
ing as the Retail Dept. of the 
Chamber of Commerce, the “Ad- 
vertise Olney Assn.,” has spon- 
sored the novel program. All 
three of Olney’s hardware mer- 
chants are participating members. 
The program as designed is varied 
in its scope. Thus, during each 
year events are staged of interest 
to all ages and classes—men, Olney’s May Day parade of school pupils 
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major activities of the community 
during the year. To cooperate 
with every agency whose program 
is in line with the general pur- 
pose of the organization. 

“Organization —An_ Executive 
Committee of five members, ap- 
pointed by the Chamber of Com- 
merce, one of whom shall be the 
General Chairman. <A_ Finance 
Committee of three members, ap- 
pointed by the Executive Com- 
mittee, one of whom shali be the 
treasurer. A Program Committee 
for each month appointed by the 
Executive Committee. 

“Finances—Members shall be 
divided into three groups accord- 
ing to their annual gross receipts, 
from business or profession, thus: 
Group One, $1 per month dues; 
Group Two, $2 per month dues, 
and Group Three, $3 per month 
dues. 

“Membership Agreement: | ap- 
prove the above plan of organi- 
zation for The Advertise Olney 
I agree to pay the 

per month. I 
also agree to serve on the various 
Committees as requested by the 
Committee. Signed: 


Association. 
treasurer 


Executive 


The Association has found that 
it is a decided advantage to have 
funds on hand at all times. Sev- 
eral unexpected opportunities to 
various 
events have arisen “on the spur of 
the moment,” and only the prompt 
action that could be taken with 
the knowledge that funds were 
already available to defray the 
expense entailed enabled the Com- 
mittee to take advantage of the 
situation. The method of raising 


secure attractions for 
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pays $1 per month; firms em- 
ploying from four to seven people 
pay $2 per month and those em- 
ploying more than seven persons 
pay $3 per month. 

The year’s program of events 
usually involves an expenditure 
of less than $1,000 and as the 
revenue from dues exceeds this 
sum, being $1,200 last year, 
ample money has been available 
for carrying on the program. The 
Membership Card reproduced in 
an accompanying _ illustration 
serves as a receipt for dues, as 


provision has been made for 





The Annual Baking Contest brings out many entries and stimulates keen interest. 
Above: The May Day parade 


funds through monthly member- 
ship dues has been found much 
more satisfactory than the often 
followed plan of soliciting sub- 
scriptions when each occasion 
arises. The amount of dues has 
also been arranged on a very sat- 
isfactory and equitable basis. The 
merchant himself is most often 
the judge of the amount of his 
firm’s monthly dues, and as a 
rule the smallest type of business, 
operated by one or two persons, 


recording the payments, which 
are payable quarterly in advance. 
Most Olney merchants post the 
card in a prominent place in their 
store as evidence of their active 
participation in the program. 

A prime factor in influencing 
the formation of the Association 
and the adoption of a program of 
community events was the belief 
that we are all creatures of habit 
in our daily acts and that our 

(Continued on page 152) 
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The membership provides a record of payments 
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ERIE HARDWARE-CO. 





The Erie (Pa.) Hardware Co.’s 
truck which carries hardware 
merchandise to the farm yard. 
Other picture shows the truck’s 
interior. 


John Stebbins (Erie, Pa.) Hardware Co., Uses Truck to Get 


Farm Yard Trade 


O serve those farmers who 

don’t get to town very often 
and retain the interest of 

those who make regular trips to 
the city, Erie Hardware Co., Erie, 
Pa., takes farmers’ needs to farm 
yards in a traveling display car. 
Whether the farmer buys merchan- 
dise right in his “own back yard” 
as a result of the calls or waits 
until he goes to town, Erie Hard- 
ware makes sure that its store is 
ever in the minds of the farmer. 
Since last November John Steb- 
bins has been driving Erie Hard- 
ware’s traveling display to farms 
within an area of fifty square 
miles, spending five days a week 
on the road and serving the trade 
in the store on Saturdays. Farmers 
like Mr. Stebbins. As a younger 
man he was a farmer himself. This 
enables him to talk the farmers’ 
language and to understand and 
appreciate their problems. He can 
and does help them in solving 
problems relating to keeping their 
equipment in repair and frequent- 
ly stays to help in making me- 
chanical repairs. In addition he is 
a good carpenter—having built 
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the body of the display truck him- 
self—so that he is able to assist 
his customers in making decisions 
necessitating carpentry work. Mr. 
Stebbins fully understands tools 
and their use. 


Once a Month 
At least once a month the Erie 
display wagon visits each of the 
farms in its trading area, making 








from fifteen to twenty calls a day. 
Although many of the items in 
the truck are of bulky nature a 
widely diversified stock is carried. 
Smaller repair parts, gloves, small 
tool handles, etc., are kept in 
drawers next to the doors of the 
display wagon. Although a farmer 
may not be interested in buying 
very much merchandise at the time 
of a visit from John Stebbins, he 
will look at the wares offered and 
can usually be interested in the 
purchase of a ten-cent pair of 
working gloves or a hickory ham- 
mer handle at the same price. Cir- 
cular matter on merchandise of 
interest to farmers and their fami- 
lies is left at the conclusion of 
each call, whether or not a sale 
has been made. 


Special Attention 


Should a farmer inquire about 
merchandise which is too bulky to 
carry in the truck or express his 
intention of visiting the store to 
look at certain lines Mr. Stebbins 
will hand him a card of introduc- 

(Continued on page 154) 














New York City’s 


“Garden On 


Suggests Merchandising Plan 
for Hardware Dealers to Use 


“GARDEN ON WHEELS” 
A used by the Park Depart- 

ment of the City of New 
York to show city folks in general, 
and children in particular, some- 
thing of the plant life seen in 
rural and suburban areas, suggests 
an effective goodwill builder and 
merchandising idea for hardware 
firms. 

Christened “The Country Comes 
to the City,” the garden is dis- 
played on an unique two-wheel 
trailer designed in rustic style. 


New York City’s Park Depart- 
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ment is showing this display in 
city parks, particularly in crowd- 
ed areas where folks seldom see 
country plant life except in pic- 
tures. Visitors see all manner of 
plants, vegetables and flowers ac- 
tually growing and learn the 
proper names of garden tools. In 
addition they are shown living 
garden friends such as the garter 
snake and toad, together with 
specimens of various garden pests 
such as potato bugs and corn 
borers. 


The display, as pictured here, 





Wheels» 





Here’s the garden tool display on the 
back end of the “Garden on Wheels,” 
clearly showing the names of the vari- 
ous tools. 


is mounted on a six-ton trellised 
trailer, 17 ft. long and 7 ft. wide. 
the entire unit having been built 
by New York’s Park Department. 
On either side of the “garden” is 
a guard rail and side platform. 
with steps at either end. The en 
tire unit may be closed up quick- 
ly by folding the rail and platform 
on both sides. 

For the education of city folks 
plant life that is not normally 
grown anywhere near New York 
City is displayed. There are cactus 
plants, tobacco plants, peanuts 
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plants, corn, sweet potatoes, mint. 
petunias, marigolds, roses, snow 
balls and even such pests as poison 
ivy and that farm scourge, the 
“wild carrot.” The poison ivy 
plant is displayed out of reach of 
visitors so that they may learn 
what it looks like without coming 
in direct contact with it. 

Plants requiring a particular 
type of soil such as the peanut are 
in individual pots although most 
of the plants are planted right in 
the earth with which the seven 
boxes or shelves are filled. There 
are seven tiers of plants, pyra- 
mided to give visitors a good view 
of each plant, labels and minia- 
ture signs indicating just what 
plant life is being displayed. For 
insulation purposes the bottom of 
the trailer has 3 in. of sawdust 
on top of which the earth and fer- 
tilizers are placed. Care is taken 
to keep the exhibited plants prop- 
erly watered. 

From the front of the trailer a 
drop leaf is placed over the coup- 
ling, the space being utilized to 
show a garter snake which is in 
a glass-walled cage. Other living 
exhibits include a toad and a frog. 
There are also garden pests shown 
in jars. Grass and other seed are 
displayed in small glass jars, in 
various parts of the shelving. The 
back end of the trailer, which like 
the front end has a background 
constructed like a garden fence, 
displays garden tools together 
with plates indicating their proper 
names. A window box is displayed 
below the tool display. The attrac- 
tive appearance of the trailer is 
enhanced by foliage on the trellis 
top of the unit. Edward J. Miller, 
director of children’s parks, city 
of New York, accompanies the 
trailer on its trips throughout the 
city and explains the characteris- 
tics and uses of the various plants 
displayed, some of which are used 
to obtain drugs and chemicals. 

In some sections of the country 
the “Garden on Wheels” idea 
could be used by a _ hardware 
dealer, by a group of dealers on 
a cooperative basis or by a hard- 
ware wholesaler. The trailer could 
be more or less elaborate than the 
New York City “Garden on 
Wheels” according to the needs of 
the community and facilities of 
the sponsoring dealer or dealers. 
As the New York City trailer was 
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intended as a combined entertain- 
ment and educational feature many 
plants not normally or profitably 
raised anywhere near the city were 
included. Where a hardware firm 
utilized the idea emphasis could 
be placed on vegetables and plants 
which could be profitably and 
properly raised in local soil. It 
would be worth while to have ex- 
hibits of plant pests and pest 
plants peculiar to the locality in 
which the display is being shown. 

With the display, the dealer or 
wholesaler could show effective 
materials for destroying plant 
pests and garden tools. Where the 
exhibitor handles rose bushes and 
other plants care should be taken 
to display samples of those lines 


on the “Garden on Wheels.” The 





display would need to be in charge 
of a man willing and able to an- 
swer questions on the different 
plants displayed as well as on 
means of combating garden pests. 

At other seasons of the year the 
trailer might be utilized for the 
demonstration of paints and allied 
lines or for canning season needs. 
The trailer could be constructed 
so that the shelving and boxes for 
the garden display could be re- 
moved enabling the units use for 
a traveling display of household 
appliances. 

When your community has a 
parade, fall fair, circus parade, 
dollar day or other crowd-attract- 
ing event of general community 
interest, the trailer should be on 
hand to tie in with the event. 


Photos courtesy Park Department, N.Y. C. 
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With everything in readiness to receive visitors it will be noted that the guard rail 
and platform are, like the rest of the trailer, of sturdy and attractive appearance. 





The New York City Park Department “Garden on Wheels” as it looks when the 
trailer is closed and ready for transportation to another point. 
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LTHOUGH within half an 
hour by trolley car of 
many of Chicago’s well- 

known department stores with 
their big housewares departments, 
Lind Hardware Co., 5211 N. Clark 
St., Chicago, does a very success- 
ful business in both new and staple 
housewares items. Getting traffic 
in any department is half the bat- 
tle for business. Lind’s build traf- 
fic by accepting payment for gas 
and electric light bills in the sec- 
ond floor housewares department. 
While such service is neither new 
nor unusual in Chicago, Lind’s 
have been able to develop this 
traffic to such a point that four or 
five thousand people go to the 
store each month to pay their 
utility bills. 

“We don’t make bill paying too 
convenient,’ says Warren Lind, 
treasurer of the company, “as it is 
necessary for a woman coming to 
pay gas or electric bills to pass 
through the entire housewares de- 
partment. If in a hurry, as many 
women are, a woman will at least 
note the new merchandise she 
passes and will return later to 
make purchases.” 

Lind’s housewares department 
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was, until about four years ago, 
located on the main floor but it 
was found that women preferred 
a less masculine atmosphere than 
that necessary for handling jani- 
tors’ supplies, where gloves and 
women’s clothing would be pro- 
tected from being soiled. When 
lines formerly located on the sec- 
ond floor became less active the 
department was moved there, giv- 
ing greater room for the display 
of tools and other lines more of 
interest to men. 


Conducted by Women 


The second floor housewares 
department was originally headed 
by a man but for some time has 
been in charge of Miss Eleanor 
Wretstrom, previously a cooking 
utensil demonstrator, assisted by 
another woman. This department 
is conducted by the ladies because 
of the liking of women for having 
other women take care of their 
needs in housewares lines. Miss 
Wretstrom buys much of the mer- 
chandise featured in the house- 
wares department of Lind’s. Dis- 
plays are handled by the display 
man for the store so that the two 





women may devote their entire 
time to serving customers and 
keeping the merchandise clean 
and fresh—washable items being 
washed regularly. 

New merchandise — whether 
gadgets, chinaware, oilcloth or 
cooking utensils—is always being 
added to the department’s stock, 
but only lines for which there is 
a demand are continued. “We 
don’t buy job lots of housewares 
but buy whatever we think people 
will buy. Our housewares depart- 
ment,” says Mr. Lind, “aims to 
give people something that is prac- 
tically new at a reasonable price 
and we keep prices in line with 
those in the better department 
stores in Chicago, watching what 
they are featuring in their win- 
dows and newspaper advertise- 
ments and visiting those depart- 
ments frequently. People watch 
our display windows because they 
are kept fresh and current. We 
display housewares in our show 
windows with prices on the mer- 
chandise which helps a lot as peo- 
ple who come in to see an item 
cannot then be disappointed be- 
cause of the price. Women com- 
ing into the department are asked 
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Chicago Hardware firm’s housewares department attracts women's 
trade by accepting payment of gas and electric bills—Four 
to five thousand people come to the store monthly 


to suggest items which they would 
like to see in the department.” 
Sources of supply are visited con- 
stantly to get the freshest and 
newest of merchandise for the de- 
partment. 

As far as possible domestic mer- 
chandise is featured and the store 
tries to carry housewares lines 
that are as good or better than 
department stores in the city han- 
dle. Merchandise that stays on 
the shelves beyond “a reasonable 
length of time” is disposed of at 
clearance prices, such items being 
displayed on a table well up in 
front of the department. 

Housewares are displayed in 
one of the show windows at all 
times, frequently in mass form. 
As an example, when brooms were 
being featured in a recent window 
display the entire window section 
was devoted to a showing of 
brooms together with the price at 
which they were being offered. 

While featuring merchandise of 
high and medium quality the store 
tries to be in a position to please 
as wide a variety of customer 
tastes and purchasing ability as 
possible. With this policy three 
grades of aluminum goods, two 
qualities of enamelware, fifty-three 
patterns of table oilcloth and forty 
kinds of shelf oil-cloth are stocked. 
Chinaware on special chinaware 
racks is always given prominent 
space. Only open stock china pat- 
terns are shown and there are five 
different patterns offered. The 
department carries a variety of 
smaller electrical appliances and 
features numerous gift items, such 
as desk sets, wooden novelties, 
cocktail shakers, serving trays in 
a variety of styles, finishes and 
prices, glassware, hand painted 
enamelware in sets and novelties 
in the form of kitchen and cock- 
tail party gadgets. 

With such a wide variety of zift- 
wares in stock—they range from 
25¢ to $7.50—the department is 
frequently called on by phone for 
assistance in selecting gifts and 
suggesting appropriate prizes for 
parties. Merchandise sold for gifts 
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is wrapped in special gift boxes 
and delivered to any place within 
the city limits. Occasionally gift 
items are mailed to out of town 
friends for customers. Bulkier 
items such as utility cabinets are 
at present displayed in the front 
of the second floor, although plans 
are being made for opening a 
gadget shop in the front of the 
store in the near future as a bid 
for greater business in this par- 
ticular phase of the department’s 
activity. 

Related lines are grouped to- 
gether. In a recent store display 
one of the side shelf sections was 
devoted entirely to cocktail party 
accessories. There was a variety 
of cocktail shakers, both expen- 
sive and medium priced, together 
with lime juice extractors, ice 
cube breakers, cocktail glasses and 
other cocktail party accessories. 

All merchandise in the house- 
wares department is on open dis- 
play tables or in open shelving 
along the walls. Two or three 
tables and several shelf sections 
are changed each week to make 
the department more interesting. 
Oil-cloth and brush sections of the 
department are among the very 
few parts of the department that 
are not being changed frequently 
—because of the more or less per- 
manent nature of the fixtures used 
for these lines. The department 
has twelve large tables, five aisle 


platforms and shelving units on 
eight of the pillars supporting the 
ceiling. The shelves on the pillars 
are used for showing a variety of 
condiment sets, a wide range of 
whistling tea kettles or glassware, 
or an item such as a coffee maker 
in a variety of sizes, styles and 
prices. 

The large display tables, which 
are made of plywood, with large 
space underneath for surplus stock, 
are ivory with green trim and 
black bases. Aisle platforms which 
are used for enamelware, etc., are 
covered with black material and 
are built up, where merchandise 
isn’t too bulky. The shelving units 
on the walls, with adjustable glass 
shelves, are illuminated and the 
appearance of many items shown 
on those shelves is enhanced by 
the use of colorful oil-cloth or 
other shelf covering in patterns 
which are also available to cus- 
tomers. Deep shelving units on 
the walls are painted in green 
while the shallow units are of 
ivory color. 

With its clean appearance, wide 
aisles, ample lighting, ever chang- 
ing displays and bright merchan- 
dise this housewares department 
does not have to fear the competi- 
tion of larger stores. It is a real 
women’s shop yet attracts numer- 
ous men’ with its gadgets, gifts, 
necessities and other attractively 
priced household needs. 





Improve Your Packing 


OR some time, E. R. Masback, 
| ee Masback Hardware 

Co., Inc., New York City, 
hardware wholesalers, has been is- 
suing monthly letters to his dealer- 
customers and also to his sources of 
supply. Sometimes the same letter 
was equally as applicable to both 
groups but frequently the letters to 
manufacturers, supplying this whole- 
saler, dealt with problems beyond 
the control of retailers. Such a 
letter is Mr. Masback’s recent mes- 
sage entitled “If You Can’t Improve 
Your Product, Improve Your Pack- 


” 


age.” He offers some sound sug- 
gestions in this letter from which 
we quote as follows: 

“Many manufacturers do_ not 
recognize the importance of hav- 
ing their product reach not only the 
ultimate consumer in the proper 
manner, but, likewise, the dealer and 
wholesaler. In speaking of packing 
there are two classifications: 

(a) The outside container in 

which the merchandise is 


shipped to the wholesaler. 
(Continued on page 161) 
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How to 
Display 
Steel 
Goods 


You have frequently found it 
difficult to show your steel goods, 
neatly and attractively. Here is 
a suggested arrangement that turns 
the trick. Brackets fastened to the 
back wall of the fixture keep the 
different items in orderly rows, 
while the 5x7 price ticket in its 
frame is large enough to be read 
easily. This fixture and arrange- 
ment of brackets is such that it 
can be used for hand implements 
of all types. 








How to 
Make the 
Dairy and 
Brooder 


Supply 
Display 


Attractive 


Dairy and brooder supplies, by 
nature are harder to display at- 
tractively than some other hard- 
ware items, but they can be made 
to appeal to the farm customer if 
given the same amount of atten- 
tion that the other items get. The 
display riser shown here is the 
fixture that makes the difference. 
Here you may group milk pails 
and cans, chains, lanterns and all 
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Seasonal Displays that Sell 





the other miscellaneous items in 
a coordinated way that makes 
them sell. 

Of course the fundamental idea 
of display is to group related 
items together and in a way that 
the customer may see and handle 
them with ease, in order that he 
may sell himself and thereby cut 
down your selling cost. These 
two riser displays suggest a sales 
stimulating arragement of brooder 
and dairy supplies. Get them 
working early so that when the 
demand starts your store will be 
recognized as headquarters for 
this type of merchandise. 
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Get Into 
Harness 
Again 


The horse is back again on the 
farm and the hardware dealer is 
getting back into harness profits. 
This 8 ft. wall section makes an 
appealing display of harness. It 
is similar in construction to the 
steel goods display in that it has 
the brackets and prongs on the 
rear wall to support the various 
items. Also price tickets are at- 
tached to the wall giving the 
description and price, so that the 
customer may look over the goods, 
make his decision and do his own 
selling. 
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The 
Hardware Business 


IS “Exciting” 


“I Should Say So!” 


Says ELIZABETH TUTTLE 


Tuttle Hardware Co., Chariton, Iowa. 
Answering Saunders Norvell's 
Question, in a recent HARDWARE 
AGE article, when he asked “Is the 
Hardware Business Sufficiently 


Exciting ?” 


out of my job. Therefore, 

when I read Mr. Norvell’s 
question in these pages a few short 
months ago, “Is The Hardware 
Business Sufficiently Exciting?” 
(see H. A., Sept. 10, 1936, p. 40), 
it made me pause. It was a bomb- 
shell! I think the hardware busi- 
ness is the most thrilling, inter- 
esting and exciting in the world. 
Each morning is a new birth of 
time; each day is different from 
all the others and has its own ad- 
ventures and excitements. 

I think it’s a great thing to put 
in good window trims. It’s good 
mental sport to try to figure out 
something different and make each 
trim an adventure in itself. To 
me, it never ceases to be a thrill 
to make up a nice new window 
and then listen for the cash regis- 
ter to “shift into high.” 

Then I think it’s a great thing 
to be always adding to one’s edu- 
cation, and believe me, the hard- 
ware store is the place to do it. 


| LOVE work. I get a big kick 
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It’s ramifications reach into hun- 
dreds of romantic channels, each 
one a challenge to the inquiring 
mind. I love it all. I love the story 
of harness and how it is made; 
cutlery and its story; and paint 
is positively adorable. If you don’t 
believe that, take any old thing 
around the house that has been 
discarded, open a can of paint and 
work out your fanciful ideas, put 
it into the window with a good 
display of paint around it and 
watch the cash register! And see 
if you don’t get one grand, glori- 
ous thrill out of it all. 


And Gifts! 


Gifts! Who wouldn’t love to sell 
gifts? Handling all those beauti- 
ful things which people are happy 
to buy and they all fit so well into 
the hardware picture. Of course, 
[ll admit that the woman who has 
just 50c. to spend for a gift will 
make you earn the sale ten times 
over. She’s the toughest custome 











you'll have because she wants 
something that looks every cent 
of $10 and then asks if you'll 
wrap it in tissue paper and put 
a card in it with an appropriate 
message “because you'll know so 
much better than she what is 
proper” and then she'll top it all 
by asking you to pack it for 
mailing! 

But—suppose you do have to 
cudgel your brain! A little brain 
cudgeling now and then is good 
for the best of men! It’s good for 
you. It'll speed up your circula- 
tion and you'll enjoy your dinner 
so much more that evening. | 
know, because I’ve been there! 

And then! Oh, then! There’s 
the electric refrigerator! Never 
will I forget the first one I ever 
sold. It seems now as if it might 
have been a hundred years ago 
for I had worked one long heart- 
breaking year and had exactly one 
“goose-ege” for my labors. But 
early in the second year one of 
the many prospects on whom I 
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had worked so hard the year be- 
fore came into the store and said, 
“Well, I guess I’ll buy that elec- 
tric refrigerator.” 

My head reeled and I thought 
that I must be hearing things,” 
but I managed to conceal my in- 
ward agitation. Talk about thrills! 
Excitement! I can feel my blood 
rush and tumble and tingle yet! 
And I recall that it was all that 
I could do to refrain from throw- 
ing my arms around that man’s 
neck and caressing him roundly! 
(But I did refrain!) And the re- 
frigerator sales went easier from 
that day. 

From that time to now we have 
sold many, many refrigerators and 
each one is just as big a thrill to 
me as all those before it have 
been. I’m glad that this is so for 
it adds to my joys and I think it 
keeps me healthy. 

In selling, I like to match my 
wits against my competitors. 
Sometimes they win; sometimes ] 
win, but the game goes merrily on. 
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And that is as it should be. Not 
the least of the battle for me has 
been to learn to be a good, sports- 
manlike loser. I know that we 
cannot make all the sales, and 
while it is hard to work on a sale 
and then lose it, yet it is a great 
thing to be sweet about it forget 
it and go after the next one. This 
makes more friends and more 
often than not turns out profitably 
in the long pull. 


The Electric Range 


And now comes the electric 
range in all its glory! Excitement 
and thrills deluxe! Ah! here is 
something to revolutionize home- 
making. I thrill to the art of elec- 
tric cookery. It is now passing 
through its “missionary stage” 
and it is up to us dealers to do 
the missionary work. 

“Breathes there the man 
with soul so dead, 
Who doesn’t yearn for 
home-made bread?” 








Mrs. Tuttle all set for the “excitement” of selling a major appliance 


And we have the joy of teach- 
ing the home-makers how to pro- 
duce the delightful rolls, the de- 
licious oven dinners, and the new 
art of cooking vegetables at lower 
temperatures and omitting the sad 
aftermath of pouring most of the 
vitamins down the sink. Yes, this 
is fun and it makes lots of friends. 

From the sales angle there are 
more thrills, too. For almost every 
thrill you’ve had selling an elec- 
tric refrigerator, there’s another 
waiting for you when you place 
its companion—the electric range 
—beside it. 

And then, Oh! Glory of Glories! 
The twin thrill when you sell both 
at one time! And a triple thrill 
when you sell both of these with 
an electric water heater on top! 

But the Mountain Peak of thrills 
comes when you make the quin- 
tuple sale: Range, Refrigerator, 
Water Heater, Washing Machine 
and Ironer! All at one fell swoop! 
The modern kitchen! That kind of 

(Continued on page 151) 
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To Prohibit Retailing by Manufacturers 
In New Law Proposed by Wright Patman 


Rep. Wright Patman of Texas 
has announced that he will re- 
quest a hearing at an early 
date on his bill which would bar 
manufacturers from retailing un- 
der certain conditions. The hear- 
ing will, if held, be before the 
House Committee on Interstate 
Commerce. It is a measure that 
is designed to supplement the 
Robinson-Patman anti-price dis- 
crimination act, and is aimed at 
chain store operations which are 
held to be discriminatory against 
independent retailing interest. 

The bill would give the Fed- 
eral Trade Commission power to 
prevent manufacturers of com- 
modities from engaging in retail 
business under the following con- 
ditions, according to Representa- 
tive Patman: 

1. In competition with an es- 
tablished customer of the manu- 
facturer who has already built 
up a business in the manufac- 
turer’s products, and where such 
commodities would destroy the 
customer’s business. The manu- 
facturer may cease to select such 
customer in the future and may 
go into the retail business him- 
self, but as long as he has cus- 
tomers in the locality he must 
not use them as his agents, and 
at the same time destroy them 
with his own competing unit. 

2. Where competition may be 
substantially lessened. 

3. Where it tends toward mo- 
nopoly. 

The measure, of course, would | 
apply only to interstate com- 
merce and not to purely intra- 
state commerce. 

Mr. Patman explained that it 
will not prevent manufacturers | 
from going into the retail busi- 
ness or selling direct to cus- 
tomers except where the effect 
of such retail sales will tend to 
create a monopoly, substantially 
lessen competition or injure, de- 
troy or prevent competition by a 
customer or customers of such 
manufacturer. 

No one, Patman said, would be 
penalized by the proposed law 
until a complaint has been filed 
before the Federal Trade Com- 
mission, a hearing has been held, 
and a cease and desist order has 
been entered. It would apply to 
the manufacture and production 
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of all commodities but not to 
services. It is intended to in- 
clude the manufacturers of pe- 
troleum products. 

“Its main purpose,” said Pat- 


man, “is to check monopoly and 
prevent concerns by reason of 
mere power and size from un- 
fairly destroying their own cus- 
tomers.” 





FEDERAL ANTI-PEDDLER LEGISLATION 
AGAIN PROPOSED BY REP. LORD 


Legislation aimed at subjecting 
the operations of door - to - door 
merchandising concerns to state 
laws and local ordinances gov- 
erning peddlers again is spon- 
sored by Rep. Lord, of Illinois. 
His bill, H. R. 4268, is practi- 
cally identical with the previous 
draft which died in the House 
Committee on Interstate and 
Foreign Commerce last session. 

There is no prospect of action 
on the bill this session unless 
Rep. Lord should succeed in 
capturing the interest of Rep. 
Patman and the bloc which is 
pushing for legislation along 
similar but broader lines. Pat- | 
man introduced Feb. 15 his bill 
to prohibit manufacturers from 
engaging in retail trade in com- 
petition with their own cus- | 
tomers. 

The Lord bill is designed to 
protect independent merchants in | 
the community from the competi- | 
tion of itinerant vendors and 
transient merchants. The term | 





| “itinerant vendor” is defined as | 
| one who sells from door-to-door 


either by soliciting orders for 
future delivery by mail or other- 
wise, or who sells or delivers 
merchandise to the consumer at 
the time of sale or later. As used 
in Rep. Lord’s bill, a “transient 
merchant” is defined to mean one | 
who sells from a_ temporary | 


headquarters, such as a hotel, by 
soliciting orders for later deliv- 
ery by mail or at the time of 
sale or later on the premises. 
House -to- house vendors and 
their principals whose legal resi- 
dence is outside of a state in 
which their goods are sold have 
been able to escape, to a con- 
siderable extent, from taxation, 
licensing and other regulations 
to which vendors domiciled 
within the state are subject, by 
asserting that they are engaged 
in interstate commerce. Rep. 
Lord’s bill, in legal parlance, 
would divest their activities of 
their interstate character, a prin- 
ciple previously invoked by Con- 


gress and upheld by the U. S. | 
Supreme Court in enabling states | 


to control sale of prison-made 


| goods brought from other states. 


Rep. Lord explains that the 
object of his bill is not to dis- 
criminate against out - of - state 
concerns and their salesmen but 
simply to bring them under the 
same regulations as apply to 
local enterprises of a similar 
character. The bill includes a 
specific provision to the effect 
that its terms would not apply in 
states where discrimination is 
made against corporations, asso- 
ciations or ‘individuals whose 
legal residence is outside of the 
state. 


E. C. FISHER HEADS PHILADELPHIA GROUP 


Ellwood C. Fisher was elected 
president of the Retail Hardware 
Association of Philadelphia at the 
Feb. 18 meeting, succeeding 
George R. Park, Jr., Herbert J. 
Weber, James McDermott and 
Bernard F. Maurer, were elected 
vice-presidents. Charles D. Huff 
is treasurer and William F. 
Brown is secretary. 

The association went on rec- 
ord as opposed to the 35-hr. 
week for all workers in Pennsyl- 





vania as is proposed by a bill 


now before the state legislature, 
on the grounds that it would be 
“ruinous to and disruptive of re- 
tail trade.” A committee will 
watch the progress of the bill. 

Harry D. Kaiser, N.R.H.A. Di- 
rector, gave a resume of the mid- 
winter meeting of that national 
board, stating, “It was somewhat 
surprising to me to find so many 
of the problems we discuss at our 
meetings here face retail hard- 
ware dealers all over the coun- 


” 


try. 








B. BILLINGER JOINS 
REYNOLDS WIRE CO. 


B. Billinger has joined the 
sales department of the Reynolds 
Wire Co., Dixon, Ill. He has 
had many years of experience in 
the wire cloth and kindred line- 
and enjoys a wide acquaintance 
throughout the Middle West and 
South. 





BEN BILLINGER 


Mr. Billinger, prior to his con- 
nection with the Reynolds com- 
pany, had been associated with 
the American Wire Fabrics Corp.. 
subsidiary, Wickwire Spence: 
Steel Co. From 1917 to 1923 he 
was a member of the accounting 
department of the American Wire 
Fabrics organization. In 1923 he 
was transferred to the sales de- 
partment, continuing with that 
department until joining the Rey- 
nolds Wire Co. 

K. F. JOHNSON MANAGES 
KINGSTON PRODUCTS 


To allow for the enlargement 
of executive responsibilities, due 
to increased activity in manufac- 
turing, J. Paul Johnson, presi- 
dent and general manager Kings- 
ton Products Corp., Kokomo, Ind.. 
relinquished the duties of gen- 
eral manager to Karl F. Johnson. 
J. Paul Johnson continues to 
head the company as president 
and chairman of the board. 

J. L. Sheerin, for the past year 
assistant to Karl F. Johnson in 
his capacity as sales manager, i- 
now sales manager of the toy 
and automotive wholesale divi- 
sions. Mr. Sheerin has had con- 
siderable experience in sales and 
advertising. 
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EASTERN L. I. DEALERS 
FORM ORGANIZATION 


About thirty East End Long 
Island hardware dealers and 
their guests held an organization 
meeting at the Henry Perkins 
Hotel, Riverhead, N. Y., on Wed- 
nesday, February 24, 1937. Ed 
Tillinghast, West Hampton, was 
chosen as first president of the 
croup and is charged with fur- 
ther meetings and related ar- 
rangements. New York Associa- 
tion director, John A. Herrick, 
Southampton, was chairman of 
the first meeting. 

The advantages of being or- 
ganized, particularly as a group 
within the New York State Retail 
Hardware Association were 
stressed by Chas. J. Heale, editor, 
HarpwARE AGE and by John B. 
Foley, secretary-manager of that 
group who explained departmen- 
tal activities within that body. 

The group, following a general 
round-robin discussion, decided 
to organize for regular meetings, 
details of which will be an- 
neunced later. The first meeting 
was sponsored by the new presi- 
dent, Mr. Tillinghast, Tim Grif- 
fing, Riverhead, and Wm. Mor- 
row, Masback Hardware Co. 


WICKWIRE BROS. MEN 
HOLD ANNUAL PARTY 


Three hundred employees of 
the Wickwire Bros., Cortland, 
N. Y., wire mills recently held 
their second annual 
party at the Hotel Cortland, at 
which time men employed in the 
plant for more than 50 years 
were honored. Edward Healey 
and Abner Niles were admitted 
to the group of veterans, having 
passed their fiftieth anniversary 


with the company during the 
past year. The other six veter- 


ans, previously admitted to. the 
group and their years of service 
are: James Costello, 63 years, 
John Conway, 63 years, Charles 
O'Leary, 52 years, Fred Wilkins, 
51 years, Charles Ready, 51 
years and Louis Seager, 50 
years. 

George H. Kennedy was toast- 
master at the dinner during 
which Charles C. Wickwire, Jr., 
presented Messrs. Healey and 
Niles with billfolds. Charles C. 
Wickwire, Sr., spoke on the his- 


tory and development of the 
plant. Frank Lanigan lead the 
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singing and Harry French played 
the piano. A bill of professional 
entertainment was provided. Ar- 
rangements were in charge of 
Gustave Schuehler and 
Wallace. 
THOMSON-DIGGS CoO. 

BUILDS NEW WAREHOUSE 


The Thomson-Diggs Co., Sac- 
ramento, Calif., wholesale hard- 
ware distributors, is building a 
new warehouse which will pro- 
vide 52,000 square feet of addi- 
tional storage space. The com- 


pany now has the use of all 
property on R St., from 2nd to 
4th Street. Increased business 


necessitated the building of the 


| 
| 


| 


Robert | 


| 


| 
| 





new warehouse which is of fire- 
proof construction. 


JOHN J. GIBBONS JOINS 
A. H. MARSHALL CO., INC. 

John J. Gibbons recently joined 
A. H. Marshall Co., Inc., Platts- 


burg, N. Y., wholesale hardware 


distributors, as assistant to A. 
H. Marshall, president of the 
company. In addition to his 


duties as assistant to the presi- 
dent, Mr. Gibbons is assisting as 
a buyer. He was at one time as- 


sociated with the former Buffalo | 


Wholesale Hardware Co., Buf- 
falo, N. Y., and more recently 
was a manufacturers’ agent. 





| 


R. P. FAHEY LEAVES 
RAZOR BLADE FIELD 


Ralph P. Fahey has resigned 
as vice-president and director of 
sales of the Standard Safety 
Razor Corp., E. Norwalk, Conn. 
Prior to his affiliation with the 
Standard Safety Razor Corp. he 
was for ten years managing di- 
rector of Gillette’s English plant. 
He has been identified with the 
razor blade industry for 20 years. 

Mr. Fahey has become a part- 
ner of The Davidson, Fahey Co., 
with New York offices at 11 W. 
42nd St. His company will dis- 
tribute in New York “Majestic” 
sun goggles, made by Bachmann 


| Bros., Inc., and other lines. 


JOHN MAY SUCCEEDS DENNIS A. MERRIMAN 
AS GENERAL SALES MANAGER OF THE 
AMERIC AN STEEL & WIRE COMPANY 


Mr. Merriman Continues as Vice-President Until Sep- 

tember, 1937, When He Reaches the Age of Retire- 

ment. Mr. May Took Office March 1 and Will Have 
Headquarters at Cleveland, Ohio. 


relin- | Manufacturers’ 


Association 
Philadelphia as “an outstanding 


| member of the hardware indus- 


Dennis A. Merriman 
quished his title and duties as 
general sales manager of the 
American Steel & Wire Co., a | 
| United States Steel Corporation 
| subsidiary, on March 1. 1937, 
according to an announcement 


dinner | 





by C. F. Blackmer, president of 
the wire company. Mr. Merri- 
man continues as vice-president 
of the company and will main- 


tain his offices at 208 South La | 
Salle St., Chicago, IIl., until he | 
reaches the age of retirement in | 


September of this year. 

John May, formerly assistant 
general manager of sales in 
charge of electrical cables and 
wire rope sales at the company’s 
Worcester, Mass., office, succeeds 
Mr. Merriman as general man- 
ager of sales. Mr. May will 
make his headquarters at the 
company’s offices in Cleveland, 
Ohio. 

Mr. Merriman has been con- 
nected with U. S. Steel almost 
since its inception, having been 
president of the Puget Sound 
Steel & Wire Co., when it was 
acquired by the American Steel 
& Wire Co. in 1902. He was 
chosen to receive the 1937 award 
oi the Hardware Merchants’ and 








DENNIS A. MERRIMAN 


try who has reflected great credit 
upon it.” The presentation took 
place at the fifty-first annual 
banquet of the associatien on 
Feb. 4, as reported in the Febru- 
ary 25, 1937, issue of HARDWARE 
AGE, on page 51. 

Mr. Merriman was three times 
the president of the American 
Hardware Manufacturers’ Asso- 





of | 








ciation and has long been a 
prominent figure in the hardware 
industry. 





JOHN MAY 


4 native of Rockland, Me.. 
Mr. May is also well known to 
the hardware trade and has been 
with the company since 1909, 
when he started in the order de- 
partment of the New York Sales 
office. He was transferred to 
Worcester for a short time but 
returned to New York the fol- 
lowing year and after several 
promotions became, in 1921, man- 
ager of sales of electric wire 
and wire rope in the New York 
office. In 1931 he was transfer- 
red to Worcester and made as- 
sistant general manager of sales 
of electric wire and wire rope 
for the entire country. 
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ISSUE 75TH EDITION 
CUSTOM HOUSE GUIDE 


Custom House Guide, Box 7, 
Sta. P., Custom House, New 
York City, N. Y., has issued its 
seventy-fifth edition. Included in 
the volume are the new rates of 
duty established under the fifteen 
reciprocal trade agreements 
which have been concluded by 
the United States with foreign 
nations. The alphabetical index 
of 30,000 commodities has been 
entirely revised by customs and 
statistical experts and opposite 
each commodity are the new 
rates of duty provided for in 
these reciprocal trade agree- 
ments. Included in the index 
are a large number of commodi- 
ties which do not appear in the 
Tariff Act of 1930. The trade 
agreements section includes im- 
port and export schedules of 
each trade agreement. 


Customs regulations, which 
have been changed considerably 
during the past year, appear 


completely revised to date and 
include all treasury decisions and 
other changes which have been 
enacted since these regulations 
were originally issued. Port sec- 
tions completely cover the ac- 
tivities and facilities of all prin- 
cipal ports. A section of general 
information includes foreign for- 
warding agents, weights, mea- 
sures, coin values, trade terms. 
etc. Subscribers also receive as 
a monthly supplement the Ameri- 
can Import and Export Bulletin, 
containing all important revisions 
in material contained in the Cus- 
tom House Guide, throughout 
the year. The price of the 75th 
anniversary issue is $15.00. 





WARREN TELECHRON CO. 
ENLARGING ITS PLANT 


Warren Telechron Co., Ash- 
land, Mass., manufacturers of 
electric clocks, is enlarging its 
plant by 50,000 square feet. Con- 
struction on the new addition 
was begun recently, only five 
months after the completion of 
the firm’s plant No. 2 on a 
nearby location. 

The new building provides 
about 20,000 square feet of of- 
fice space, the balance being de- 
voted to production departments. 
The main entronce will have a 
60-foot front with an illuminated 
tower clock. 


MAYHEW STEEL ACQUIRES 
CONANT AND DONELSON 


Mayhew Steel Products, Inc., 
Shelburne Falls, Mass., has ac- 
quired the business of Conant 
and Donelson, Conway, Mass., 
manufacturer of the “Reliable” 
line of double bevel two-piece ad- 
justable screw plates. Conant and 
Donelson will be operated as a 





division of Mayhew and improve- 
ments and additions to the facili- 
ties of this division are already 
under way. The Mayhew policy 
of distribution only through es- 
tablished, recognized wholesalers, 
with full margin of protection on 
resale prices will be rigidly fol- 
lowed on screw plates and taps 
and dies. 


SIMPLIFIED PRACTICE 
METALLIC CARTRIDGES 


The current revision of Sim- 
plified Practice Recommendation 
R62, Metallic Cartridges, has 
been accorded the required de- 
gree of acceptance by the indus- 
try and is to become effective at 
once, according to an announce- 
ment by the Division of Simpli- 
fied Practice, National Bureau of 
Standards, Washington, D. C. 
The revised recommendation will 
be identified as Simplified Prac- 
tice Recommendation R62-37. 

The revision retains all of the 
classifications of the original 
recommendation and adds center- 
fire rifle cartridges, blank, a new 
classification. The revised list 
contains 194 items, as against 





256 in the original list, repre- 
senting a further reduction of 
24 per cent. Until printed copies 
are available, complimentary 
mimeographed copies of this 
recommendation may be obtained 
from the Division of Simplified 
Practice. 


KARACHI, INDIA, FIRM 
SEEKS AMERICAN LINE 


Dingo Thadhani, Karachi, 
India, is seeking American hard- 
ware and allied lines, for distri- 
bution in the northern India 
territory served by Karachi. The 
Dingo Thadhani firm wishes to 
work as sole agent for northern 
India including Delhi, Baluchis- 
tan and certain neighboring for- 
eign territories such as Afghanis- 
tan. Dingo Thadhani is at pres- 
ent handling electrical goods, 
hardware and metal, bicycles and 
accessories, sanitary ware and 


fittings, tiles, glassware and 
crockery. 
His address is Shivji Velji 


Building, Marriot Road, Karachi, 
India. Bank references for the 
firm may be obtained from The 
Central Bank of India, Ltd., 
Karachi, India. 





FRANKLIN G. SMITH HONORED ON 45th 
ANNIVERSARY AS OSBORN EXECUTIVE 


On his forty-fifth anniversary 
as executive head of The Osborn 
Mfg. Co., Cleveland, Ohio, brush 
manufacturers, Franklin’ G. 
Smith was recently honored with 
a luncheon at the Union Club, 
Cleveland, by industrial, finan- 
cial, legal and educational lead- 
ers of that city. 

C. W. Titgemeyer, a_ vice- 
president of the company paid 
tribute to Mr. Smith, on behalf 
of a group of executives and em- 
ployees of the Osborn organiza- 
tion, with service records of 
twenty or more years, whe were 





present. A large bronze statue— 
“Morgan Stallion” by Proctor— 
was presented to Mr. Smith 
whose life long hobby has been 
fine saddle horses. 

A. C. Ernst, Ernst & Ernst, and 
a director of the Osborn com- 
pany for thirty years, traced the 
development of the company 
under Mr. Smith’s leadership 
from a small brush shop in 1892, 
to its present position as one of 
the country’s foremost manu- 
facturers of industrial brushes, 
foundry moulding machines and 
related equipment. 





Franklin G. Smith is in the center, holding the statuette presented 


to him at a luncheon in his honor. 


at the right, A. C. Ernst. 


On left is C. W. Titgemeyer and 





BLEIL RETIRES FROM 
GEO. WORTHINGTON CO. 


Carlton H. Bleil, a director, 
buyer and manager of several de- 
partments for The Geo. Worth- 
ington Co., Cleveland, Ohio, 
wholesale hardware distributors, 
retired on Feb. 17, to take a well 
earned rest after more than fifty 
years in the hardware industry. 





CARLTON H. BLEIL 


Mr. Bleil joined the Worthing- 
ton organization on Oct. 20, 1886, 
sweeping floors, opening cases 
and performing similar duties. 
Next he became an order clerk 
and later became an inside sales- 
man for the company. 

Later Mr. Bleil became an out- 
side salesman, traveling for 
twelve years over a territory in 
western Ohio and southern Michi- 
gan. Following his service as a 
traveling representative of the 
company he was called back to 
the house to become a depart- 
ment manager, buyer and later a 
director of the company. 

Mr. Bleil enjoys a wide ac- 
quaintance in the territories he 
covered as a salesman and has 
many friends among his former 
associates at the Worthington 
headquarters. 





GLOBE AMERICAN MAKES 
SALES PROMOTIONS 


M. C. Smith, who has been 
assistant sales manager at Ko- 
komo, Ind., for the Globe Ameri- 
can Corp., has been appointed to 
the sales force in charge of the 
eastern half of Ohio. W. B. 
Souder has been promoted to 
succeed Mr. Smith as assistant 
sales manager. 





STRATTON & TERSTEGGE 
ON NORMAL SCHEDULE 


Stratten & Terstegge Co., Inc., 
Louisville, Ky., wholesale hard- 
ware distributors, is again oper- 
ating on a full schedule, under 
normal conditions, following its 
recovery from the effects of the 
recent floods. 
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5 MILLION 


TOOL BUYERS ARE COMING TO TOWN 


They are invited to see the new 
TRUE TEMPER Tools—the tools with 
six new features that add beauty 
and value. And are these buyers 
excited? For they want new models 
with modern improvements, in 
tools as well as automobiles. Now 
TRUE TEMPER provides the first 
real improvement in farm and 


garden tools for over twenty years. 


And so, to our thousands of friends 
in the hardware trade we say, 
“Don’t miss the boat.” 


Ad fr TRUE 


FORKS © RAKES © HOES © SHOVELS © AXES © HATCHETS ° 
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The buyers are coming to town — 
be ready to show them the new 
TRUE TEMPER Tools. Your jobber 
can supply you or we will gladly 
send you the name of a nearby 
distributor who can. 

The exclusive new TRUE TEMPER 


tubular ferrule makes forks stronger, 
more beautiful and easier to use. 


EMPER 


HAMMERS © SCYTHES ¢ FISHING RODS AND BAITS « GOLF SHAFTS 


We are putting our shoulder to 
the wheel to help make this the 
best tool year you have ever known. 
Full page advertisements in lead- 
ing farm and garden papers. Store 
displays and selling helps that set 
a new high in beauty and punch. 


Write us today and get your share. 


The American Fork & Hoe Co. 


Makers of Essential Tools 
CLEVELAND, OHIO 


AMERICA'S 
FINEST TOOLS 
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CHANGE IN PERSONNEL 
OF AURORA PUMP 


Frank S. Main and Lionel W. 
Claypool, formerly with Micro- 
Westco, have become associated 
with the Aurora Pump Co., Au- 
rora, Ill., as president and vice- 
president respectively. 

Mr. Main had been vice-presi- 
dent in charge of sales for the 
Westco Pump division of Mirco- 
Westco, and was previously, for 
many years, general manager of 








Pump Co., a part of which will 
include the marketing of a com- 
plete line of turbine-type pumps 
and water systems. 





STERLING PAINT OFFERS 
LITERATURE ON PUTTY 


In a series of three free bulle- 
tins, the Sterling Paint & Var- 
nish Co., Malden, Mass., presents 
comprehensive information on 
the manufacture and nature of 
putty. These bulletins have been 
particularly designed to acquaint 
the unfamiliar seller with all 
phases of the product. 

The first of these bulletins 
tells about wood sash putty, steel 
sash putty, and special formula 
goods, describing in detail their 
composition. The second bulle- 
tin, “Types of Putty and Their 
Uses,” gives clear and concise 
definitions, which aid in estab- 
lishing the purpose of each dif- 
ferent type of putty in use. “The 


| Romance of Putty,” by J. C. 
| Landen, 
| pany, presents the background of 
| the product, going into its past 
| history; the growth of putty as 
| an industry; 


treasurer of the com- 


its development, 


| and the applications of the prod- 
} uct. 


FRANK S. MAIN 


the Westco Pump Corporation. 
Mr. Main has been actively en- 
gaged in the manufacture and | 
sale of pumps since completing 
his education at the University 
of Michigan in 1917. 


| the 47th annual 





LIONEL W. CLAYPOOL 





Mr. Claypool, who was gradu- 
ated in engineering at Purdue 
University, had been identified 
with the Westco organization for 
the past 10 years. He has been 
interested in both the sales and 
engineering phases of the busi- 
ness and is credited with impor- 
tant contributions to the efficiency 
increase of turbine-type pumps 
widely used in industrial appli- 
cations. 

Messrs. Main and Claypool will 
have charge of a new program 
being launched by the Aurora 
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SOUTHERN CONVENTION 
AT NEW ORLEANS 


The 74th semi-annual conven- 
tion of the American Hardware 
Manufacturers Association and 
convention of 
the Southern Hardware Jobbers 





Association will be held jointly , 


| in New Orleans, La., during the 
| week of April 18, with the open- 
| ing session on the evening of 


Monday, April 19, and the ad- 
journment on Thursday, April 22. 
Headquarters of both associations 


| will be at the Hotel Roosevelt 


and all sessions will be held 
there. 

To provide maximum facilities 
for the gathering, the entire 
mezzanine or second floor of the 
Roosevelt has been reserved for 
the week. The spacious corridors 
committee and 
meeting rooms will be arranged 
as one large lobby for the com- 
fort and convenience of delegates 
and to provide exceptional op- 
portunity for personal contact. 
On this floor will be concen- 
trated every business activity of 
the convention, including regis- 
tration. 


SCHLAFER SEPARATES 
W. & R. DIVISIONS 


Separation of the wholesale 
and retail units of the Schlafer 
Hardware Co., 115 West College 
Ave., Appleton, Wis., became ef- 
fective Feb. 1 and new corpora- 
tions were created to handle 





those divisions. Schlafer’s, Inc., 
will conduct the retail organiza- 
tion. 

The wholesale business will be 
conducted under the new name 
of Schlafer Supply Co. and a 
new building will be constructed 
immediately to provide space for 
increased stock. A new catalog 
will be issued soon and a more 
intensified selling promotion 
made among all industrial and 
dealer accounts. 





PRIMA MFG. CO. UNDER 
NEW OWNERSHIP 


With the purchase of the 
Prima Mfg. Co., Sidney, Ohio, 
by Dallas E. Winslow, Inc., De- 
troit, Mich., application for a 
charter of incorporation was re- 
cently filed by the Prima Mfg. 
Co., division of David E. Wins- 
low, Inc., which replaces the old 
company. The beard of direc- 
tors and officers of the new com- 
pany are Dallas E. Winslow, 
president and treasurer; F. B. 
McKaig, vice-president and sec- 
retary; E. J. Lauterbauer, vice- 
president and general manager; 
J. D. McLeod, and C. H. Cal- 
lies. The active management of 
the new corporation will be un- 
der the direction of Mr. Lauter- 
bauer. Mr. Callies, who has been 
associated with Prima for the 
past two years, will be sales man- 
ager in charge of all Prima sales 
activities. 

Under the new management, an 
expansive program for Prima 
washers and ironers is under way 
with the entire line of washers 
already having been restyled and 
improved in many features. The 
new organization also plans to 
inaugurate a far-reaching pro- 
gram, which will provide for the 
manufacture of other lines of 
major appliances. The first to be 
announced is a complete line of 
refrigerators in all domestic 
sizes, ranging from four to nine- 
foot storage capacity. 


KLEIN & BECK, INC. 
ADD ANOTHER LINE 


Wayne Agricultural Works, 
Inc., Goldsboro, N. C., has ap- 
pointed Klein & Beck, Inc., Room 
706, 1150 Broadway, New York 
City, as its sales representative. 
Samples of the line including ad- 
ditions to the line of andirons 
and fireplace sets in brass and 
in plated finishes are on display. 





DENNIS & CO. ACQUIRES 
BRACKETS, BRACES LINE 


W. J. Dennis & Co., 2010 W. 
Lake St., Chicago, has acquired 
the Micklin Dual corner brackets 
and braces and will manufacture 
and sell those items exclusively 


' to the trade. 





| was. elected 





MYERS IS PRESIDENT 
HARPER & McINTIRE CO. 


W. P. Myers, former vice-presi- 
dent, Harper & McIntire Co., 
Ottumwa, Iowa, wholesale hard- 
ware distributors, has been 
elected president succeeding the 
late Russell W. Harper. Mr. 
Myers, who has been connected 
with Harper & McIntire for the 
past fifty-three years, had long 
served the company as secretary 
and just a short time prior to 





W. P. MYERS 


his election as president had 
been elected vice-president of the 
company. In his long career 
with the Harper & McIntire com- 
pany he served as office boy, 
shipping clerk, salesman, buyer 
and as an officer of the company. 
Mr. Myers is a member of the 
Harpware Ace Fifty Year Club. 

A. R. Carlson, former secre- 
tary, was elected vice-president. 
Samuel Harper is vice-president 
and secretary and Frank Fiedler 
treasurer. C. A. 
Anderson, manager of the Cedar 
Rapids, Iowa, branch, was made 
a member of the board of di- 
rectors. 


“HARDWARE NEWS” 
TO CONTINUE 


The “Hardware News” broad- 
casts will continue through an- 
other year. When these broad- 
casts were instituted, it was 
thought that this would be the 
most effective way to assist deal- 
ers to combat chain store and 
mail order competition. Results 
have proved the wisdom of this 
plan as it has brought home to 
the consumer the advantages of 
patronizing his local dealer. 

The group of Iowa hardware 
wholesalers, sponsoring the 
broadcasts are: Brown- Camp 
Hardware Co., Des Moines; Cut- 
ler Hardware Co., Waterloo; 
Drake Hardware Co., Burlington; 
Harper & McIntire Co., Ottumwa 
and Cedar Rapids; Kretschmer- 
Tredway Co., Dubuque; Luthe 
Hardware Co., Des Moines, and 


A. Webber Co., Keokuk. 
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CHAMPION HARDWARE 
OPENS N. Y. BRANCH 


Because of increasing business 
throughout the East, The Cham- 
Co., 


pion Hardware Geneva, 





H. J. DRENTLAU 


Ohio, has opened a New York 
City office at 51 Murray St. 
Henry Drentlau, who has long 
been identified with the hard- 
ware trade, is in charge of the 
new office. 


EDWARD L. POSS JOINS 
SIMMONS HDWE. CO. 
Edward L. Poss has become 


associated with the Simmons 
Hardware Co., St. Louis, Mo., 





EDWARD L. POSS 


for which he will direct the work 
of the company’s new dealers- 
service division in Minnesota and 
other northwestern states. Mr. 
Poss was formerly director of 
members service for the Minne- 
sota Retail Hardware Associa- 
tion with which he had _ been 
connected for the past 12 years. 


TEXAS WHOLESALERS 
TO MEET JUNE 14-15 
"0. H. Mann, Higginbotham- 
Pearlstone Hardware Co., Dallas, 
Tex., president of the Texas 
Wholesale Hardware Association, 
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has announced that the annual 
meeting of the organization will 
be held at the Galvez Hotel, Gal- 
veston, Tex., Monday and Tues- 
day, June 14 and 15. 


WALDEN HEADS GROUP 
FOR CREDIT CONGRESS 


F. S. Walden, credit chief, 
Strevell-Paterson Hardware Co., 
Salt Lake City, Utah, wholesale 
hardware distributors, was re- 
cently named national chairman 
of the Hardware Wholesalers 
Credit Group, Credit Congress of 
Industry. The Credit Congress 
will be held in Chicago, June 
21-24, 


H. J. HODGE MUCH BETTER; 
RETURNS HOME MAR. 10 


The many friends of Herbert 
J. Hodge, secretary-treasurer, of 
The Western Retail Implement 
& Hardware Association, will 
welcome the news that he is re- 
ported to be in much better 





HERBERT J. HODGE 


health and due to return to his 
home in Abilene, Kan., on or 
about March 10. Mr. Hodge has 
been confined to his room in the 
Baltimore Hotel, Kansas City, 
Mo., ever since the closing ses- 
sion of his association’s annual 
convention on January 25, 1937. 
He became ill, shortly after the 
convention closed, as a direct 
result of fatigue from overwork 
in connection with the conven- 
tion. Reports from Kansas City 
indicate that Mr. Hodge has 
been gaining strength daily and 
again shows some of his custom- 
ary vigor. 


—_——- 


APPLIANCE GROUP 
SECRETARY MOVES 


Albert H. Berhnard, secretary, 
Electrical Appliance Dealers As- 
sociation of Brooklyn, Inc., now 
has his headquarters at 1597 
Nostrand Ave., Brooklyn, N. Y. 








E. H. McGINNIS ELECTED CHAIRMAN OF 
PACIFIC IRON, STEEL AND ALLIED GROUP 


At the 13th annual conference 
of the Iron, Steel and Allied In- 
dustries of California, Hotel Del 
Monte, Del Monte, Cal., Feb. 11 
to 13, E. H. McGinnis, Union 
Hardware & Metal Co., Los An- 
geles, was elected chairman; B. 
j. Osborn, Moore Drydock Co., 
Oakland, Cal., vice-chairman, 
and C. S. Knight, California 
State Chamber of Commerce, 
secretary. 

W. W. Glosser, conference 
chairman opened the program 
Thursday morning. E. O. Shreve, 
vice-president, General Electric 
Co., Schenectady, N. Y., stated 
that national manufacturers are 
rapidly expanding to the Pacific 
Coast to meet the ever-increasing 
demand which is arising from 
the increased population and 
business. 

Robert T. Brooks, vice-presi- 
dent, American Institute of Steel 
Construction, New York City, 
emphasized a vital problem in 
the steel industry today—that of 
unfair trade practices. 

Speaking on “Labor Relations, 
Cooperation or Disaster,” Dr. 
Paul Cadman, consulting econ- 
omist, San Francisco, impressed 
upon his audience that chaos and 
insolvency will result unless in- 
dustry and labor work together. 

Group meetings were held 
Thursday afternoon by merchant 
steel dealers, reinforcing steel 
dealers, structural shops, tubular 
dealers, foundries, manufactur- 
ers, traffic and purchasing agents. 
An iron and steel clinic was held 





E. H. McGINNIS 


on Friday morning. A thorough 
study of all proposals affecting 
the industry was urged in order 
that a protest may be made 
against the injurious ones. 

In connection with the confer- 
ence, the Pacific Coast Fabrica- 
tors’ Assn. met at Del Monte, 
Feb. 11. Officers elected are: 
Reese H. Taylor, Consolidated 
Steel Corp., Los Angeles, presi- 
dent; Paul Pigott, Pacific Car & 
Foundry Co., Seattle, vice-presi- 
dent; George H. Raitt, Steel 
Tank & Pipe Co. of California, 
Berkeley, vice-president; Charles 
McGonigle, Poole & McGonigle, 
Portland, Ore., vice-president, 
and Paul F. Gillespie, Judson- 
Pacific Co., San Francisco, sec- 
retary. 





ROBERT SIMMS HEADS 
MINNEAPOLIS ASSN. 

Robert Simms was elected 
president of the Minneapolis Re- 
tail Hardware Association, Min- 
neapolis, Minn., at the recent an- 
nual meeting held at the 
Y. M. C. A. R. M. Stevenson is 
vice-president, Arnold V. Andre- 
sen is secretary, and Ernest 
Fagenstrom is treasurer. The 
following directors were elected: 
E. T. Nagell, George S. Wheaton, 
Carl Settergren, W. C. Wilson, 
Jr. and Sam Billman. 





COLOR DEALER HELPS 
FOR FLORENCE DEALERS 
Florence Stove Co., Gardner, 

Mass., is distributing more than 
a million copies of an attractive 
Coloroto emphasizing the modern 
note in kitchen design and deco- 
ration. Offered free to Florence 
dealers the Coloroto may be used 
for a dealer mailing piece or for 
distribution at the store. Empha- 
sis is placed on the modern range 
as, “The Heart of Good Living.” 
In addition to illustrations of 
kitchens—of modern design—in 
which Florence oil ranges are 





used, there are pictures of a 
variety of oil ranges, oil stoves, 
gasoline pressure ranges, oil-burn- 
ing water heaters and wickless 
oil stoves. Under each illustra- 
tion of Florence items there is a 
brief outline of the features and 
dimensions of the models shown. 

Part of the material outlines 
the theory of the modernly 
planned kitchen. 





MYRON A. WICK HEADS 
TRUSCON STEEL CORP. 


Myron A. Wick, vice-president 
of Republic Steel Corp., has 
been elected president of the 
Truscon Steel Co., a Republic 
subsidiary. Mr. Wick succeeds 
A. E. Walker, who has become 
associated with the Pittsburgh 
Steel Co. as executive vice- 
president. 


ANT CONTROL MAKER 
CHANGES FIRM NAME 


Bexley Laboratories, Bexley. 
Ohio, manufacturers of Queen 
Ant Control, has changed its 
name to Queen Ant Control, Inc. 
Carl G. Ludwig is president and 
general manager of the company. 
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EXCLUSIVE TOP ACTION. centie 


rubber hands make 
clothes much whiter 
by forcing clean sur- 
face water through 
them. Easy to show 
how this saves time 
and wear. No other 
washer has this mod- 
ern top agitator. 


CLOTHES CAN'T TANGLE. gyctu- 


sive Zenith separator 
keeps each piece free 
so hot suds can pass 
through instantly. 
Demonstrate with 3 
braided towels which 
will quickly separate. 
Shows how clothes 
cannot tangle. 


‘| 


ZENITH beats all competition in a 
show-down... with exclusive features 
it closes sales fast...and has already 
opened new profits for 5,000 dealers 


LASTS A LIFETI 





CUTS WASHING 


WANT IT” 


SAY WOMEN WHO SEE THIS ENTIRELY 


ME! Only 5 moving 
parts. Test model still 
running after 12 years 
continuous operation 
without oiling. Beats 
all washers for quiet, 
trouble-free service. 
Nothing to get out of 
order. Nothing to ad- 
just. Nothing to oil. 


TIME } 3! Because 
Zenith has efficient 
top action and holds 
V more clothes it gets 
wash done 40 minutes 
quicker. Zenith will 
actually save women 
many hours of labor 
each month, and give 
them cleaner clothes. 





























Distributors! Here’s YOUR ticket to 


Quicker Sales .. Bigger Money! 





Washer sales come thick and fast when you 
can demonstrate half a dozen features no 
competition can match! Ask any of the 5,000 
dealers who last year doubled and tripled 
sales with Zenith, the amazing new type top- 
action washer that already has brought hap- 
piness to 150,000 homes. The coupon will 
bring you complete facts about the attractive 
Zenith franchise. It’s your ticket to better 
times. Clip and mail it today! 


SELF-ADJUSTABLE DRYER, , SELLS FOR LESS! ren prospects to 


compare the price of 
Zenith, model for 
model, with any other 
make. They will dis- 
cover that Zenith 
saves them as much 
as $20. Yet no other 
washer gives them 
all these features. 


cast aluminum, auto- 
matically applies 
equal pressure to any 
fabric. Demonstrate 
with handkerchief 
and blanket. Nothing 
like it. And the big 
cushiony rolls are 
kind to buttons. 
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KELLEY-HOW-THOMPSON SALESMEN MEET WITH FACTORY MEN 


Approximately 82 salesmen of | 
the Kelley-How-Thompson Co., | 
wholesale hardware, Duluth, | 
Minn., were joined by about 30 | 
factory men at the company’s 
recent four-day sales convention. | 
All the sessions were joint meet- 
ings, with the factory men assist- | 
ing in the presentation of their | 
products. 

The company’s new catalog, 
which was issued in the latter 
part of 1936, played an important 
part at the convention. This 
catalog contains many new inno- 
vations such as the grouping of 
products in logical sequence and 
the use of suggested retail prices 
rather than list prices. 

The purpose of the convention 
was to enable the salesmen to | 
gather comprehensive informa- 
tion on manufacturers’ products 
from the discussions of the va- 
rious factory men present. To 





| ing and welcoming addresses, the 


aid the salesmen to retain the | where A. E. Meling of the Car- 


worthwhile suggestion and ideas | 
that were advanced in the talks, 
Kelley-How-Thompson published 
a complete convention program, 
listing the speakers and giving an 
outline of the important features 
in each factory man’s discussion. 

Following the customary open- 


Monday morning session was 
given over to talks by P. M. 
Cowan, general hardware depart- 
ment; John Cotter, stove depart- 
ment, and M. P. Hilber, paint 
department. The afternoon was 
given over to talks by F. M. 
Artley, sporting goods and cut- 
lery; John Nelson, plumbing and 
heating department; John Cot- 
ter, house furnishings, and M. 
Grahek, tools and harness. After 
a dinner at the Holland Hotel, 
the meeting was resumed in the 
company’s convention room, 





tier Corp. addressed the group. 

On Tuesday’s program were: 
Bernard Killorin, auto accessory 
department; R. D. Crossman, 
builders’ hardware department; 
R. G. Barnes, electrical depart- 
ment; W. W. Welker, Westing- 
house Lamp, and J. W. Swallen 
and W. H. Talkes, National Car- 
bon Co. Following luncheon, 
the program was continued by 
Alden Chester, Globe American 
Corp.; J. C. Lewis, Horton Mfg. 
Co.; H. E. Connaker and Mr. 
Robertson, Vesta Consolidated, 
Inc.; M. F. Cotes, Motor Wheel 
Corp., and J. W. Boyt, Boyt 
Harness. After dinner in the 
Spalding ballroom, Fred Kelsey, 
Mr. D’Olive and Mr. Brunhouse 
were the speakers. 

At Wednesday’s session, talks 
were given by: E. W. Bradford, 
Libbey-Owens-Ford Glass Co.; 





Carl Gibson, Mansfield Tire & 
Rubber Co.; Roy Platt, Arnold. 
Schwinn & Co.; H. B. McQuade. 
Congoleum Nairn, Inc.; A. J. 
Reiss and W. A. Carlson, White 
Lead & Color Works; J. A. 
Csupak, Dayton Rubber Co.; F. 
W. McGrath, The Barton Corp.: 
L. A. Grieff, Galena Oil Corp., 
and M. Woolf, Prentiss Waber 
Products. 

Concluding the program on 


Thursday, were: Howard E. 
Smith, Wells Lamont Smith 
Corp.; F. L. Parker, Stove 


Corp.; Fred W. Grahame, Fox 
Furnace Co.; B. J. Spitzka; 
Whiting Corp.; E. O. Brady, 
Briggs Mfg. Co.; H. B. Atwater, 
Scott-Atwater Mfg. Co.; R. S. 
Price, The Barber Co., Inc.: 
Dave Smith, credit department: 
George Wells, Jr., catalog, and 
Morris Thorem, mail orders. 








This group of Republic wire salesmen and officials with Sally Foster, star of the radio program, 
“Republic’s Musical Almanac,” recently visited the new Chicago Wire Mill of the Republic Steel 
Corp. Kneeling, from left to right, are: E. D. Anderson, manager, Republic’s Agricultural Exten- 
sion Bureau; J. R. Fraine, assistant manager of sales, wire division; Miss Foster; J. P. Distler, 
manager of sales, wire division, and C. W. Ruth, assistant director of advertising, Republic Steel 


Corp. and subsidiaries. 
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COCHRANE HEADS SALES 
FOR BRIGHT STAR 


John R. Cochrane has been ap- 
pointed general sales manager of 
Bright Star Battery Co., Clifton, 
N. J., flashlight and dry battery 
manufacturers. For twelve years 
Mr. Cochrane was connected 
with Bond Electric Corp., Jersey 
City, N. J., now a division of 
Winchester Repeating Arms Co., 
New Haven, Conn. He served the 
Bond company as field sales 
manager. 


A. E. GAYNOR MANAGES 
ROEBLING’S N. Y. OFFICE 

Arthur E. Gaynor has been 
appointed manager of the New 
York office of John A. Roebling’s 
Sons Co., Trenton, N. J., suc- 
ceeding the late W. P. Bowman. 
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| UNIVERSAL = 


CLEANER COMBINATIONS 


TIMED 


For You To Cash-in on 
Cleaner Purchases 


FOR SPRING 
HOUSECLEANING 


Exceptional Combinations of the 
Best Cleaners made — at prices 
ordinarily paid for the large cleaner 
alone. 











































— | 4952 Combination 

| Model 495 and Hand Cleaner 
rd E. Regular Retail $53.45 
Smith | ng Retail 44.95 


= | SPRING CAMPAIGNS 


od With 


| FULL PROFITS 















R t 
lag ToYQU 3952 Combination 
_ Model 395 and Hand_Cleaner 
is Regular Retail $48.45 
, em Campaign Retail 39.95 
ag ; Mail Coupon For Attractive Net Cost Showing Substantial Profits 
_— We are interested in UNIVERSAL Vacuum Cleaner Com- 
bination Deals. TELL US OUR NET COST. 
AGES 
"FICE 
s been : 
e New J 
agit LANDERS, FRARY & CLARK NEW BRITAIN, CONNECTICUT 
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CHARLES L. REIERSON DIED MARCH 1, 
HAD LONG HARDWARE 





Has Been General Sales Agent for Gilbert & Bennett Mfg. Co. 
for 10 years. Previously President, Remington Arms Co., and 
prior to that Sales Manager, Simmons Hardware Co. Was 64 


Years Old. 


Charles L. Reierson, widely 
known in the hardware trade of 
the country, passed away at 11 
P.M. Monday night, March 1, 
1937, at his home in Bronxville, 
near New York City, where he 


has lived for many years. He is | 


survived by his widow and a 
married daughter who lives in 
Montana. At the time this is 
written his daughter and her 
husband are on their way to New 
York and funeral arrangements 
will be made upon their arrival. 

Mr. Reierson’s death, while a 
great shock, did not come as a 
surprise to his intimate friends, 
as he has been seriously ill for 
many months. He was 64 years 
old. For the past ten years Mr. 
Reierson has been general sales 
agent for the Gilbert & Bennett 
Mfg. Co., Chicago, with offices 
at 342 Madison Ave., New York 
City. For ten years previous he 
was connected with Remington 
Arms Co., Inc., resigning as 
president prior to joining Gil- 
bert & Bennett. He had been 
vice-president and before that 
sales manager of Remington, fol- 








CHARLES L. REIERSON 


lowing a successful career with 
Simmons Hardware Co., St. 
Louis, with whom he was con- 
nected more than 15 years, first 
as a salesman in the Texas ter- 
ritory and later as sales mana- 
ger, which position he resigned 
to join Remington. 

In our next issue Saunders 
Norvell, a lifelong friend of Mr. 
Reierson, will write an article 





PAUL J. STOKES PASSES 


Headed N.R.H.A. Research Work for Many Years and 
Addressed Many Conventions on Business Trends 
and Related Data 


Paul J. Stokes, for many years 
head of the research work for 
the National Retail Hardware 
Association, died on Monday, 
Feb. 22, 1937, following an acute 
illness of about two weeks. For 
several years he had _ suffered 
from a _ bladder ailment, but 
always appeared to be in good 
health. 

Prior to joining the association 
staff, Mr. Stokes was connected 
with the Babson organization at 
Wellesley Hills, Mass. He was 
a recognized analyst of general 
economic conditions and hard- 
ware business trends. During 
the past ten years he addressed 
practically all state retail con- 
ventions and many NRHA an- 
nual Congress sessions discuss- 
ing subjects pertinent to the 
particular research he had long 
studied. 

Paul Stokes was a man of 
splendid character, a good friend 
and a helpful one. Good nature 


and a ready smile were a part 


of his agreeable personality. He 
seemed always anxious and will- 
ing to help and was an active 
student. In recent months he 








PAUL J. STOKES 


ment organization located in 
Indianapolis and was reported 
to be making good progress in 
that direction, at the time re- 
taining his interest in the hard- 
ware association’s work. He will 
be missed by many hardware 
men through the entire country. 

He is survived by his widow, 
Mrs. Helen Stokes; a son, Jim- 
mie; his mother; a brother and 
a sister. Burial was at Fort 


became a partner in a manage- | Mitchell, Ky. 
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INDUSTRY CAREER 


outlining Mr. Reierson’s long 
and successful career in the 
hardware business. 
J. E. MANN 

J. E. Mann, president, Hender- 
son & Baird Hardware Co., whole- 
sale and retail, operating stores 
in Greenville and Greenwood, 
Miss., died at his home in Green- 
wood recently. He was the 
founder of the Mann Hardware 
Co. which was merged with the 
present company. 

JOHN BOHNET 

John Bohnet, 64, Cleveland, 
Ohio, hardware dealer, died re- 
cently at his home in that city. 
A native of Germany he went to 
Cleveland in 1897 and was em- 
ployed by The George Worthing- 
ton Co., wholesale hardware dis- 
tributors, until 1918 when he 
opened his own hardware store. 








HENRY TITUS FOLSOM 

Henry Titus Folsom, 77, presi- 
dent, H. & D. Folsom Arms Co., 
312 Broadway, New York City, 
wholesale sporting goods house, 
died Feb. 26, at his home in New 
York following a long illness. His 
father, the late Henry Folsom, 
founded the company in St. Louis, 
Mo., during the early days of the 
Civil War, later moving the main 
offices of the firm to New York. 
Following graduation from col- 
lege Mr. Folsom spent much of 
his leisure time hunting and fish- 
ing in the western section of the 
United States. His son, H. Lloyd 
Folsom, who is connected with 
the Folsom Arms company, sur- 
vives. 


W. H. MERRITT 
W. H. Merritt, 78, Eldora, 
Iowa, for forty years a salesman 
for Hibbard, Spencer, Bartlett & 
Co., Chicago, Ill., wholesale hard- 
ware distributors, died recently. 





CHARLES F. LADNER, PROMINENT RETAILER 
AND HARDWARE ORGANIZER, PASSES 


Charles F. Ladner, one of the 
most prominent men in hardware 
group activities, the owner of a 
successful retail business, and a 
civic leader of St. Cloud, Minn., 
passed away Feb. 25, 1937. He 
died in his 79th year after more 
than 55 years of widely-recog- 
nized service to the hardware in- 
dustry. 





CHARLES F. LADNER 


Mr. Ladner’s hardware career 
began in 1882 when he was en- 
gaged in the hardware, lumber, 
and general merchandise busi- 
ness as a partner in the firm of 
Hertle & Ladner, Arvilla, N. D. 
A year later he founded his own 
Lardware business, which is to- 
day operated as Charles F. Lad- 
ner Hardware Co., St. Cloud, 
Minn. The store was incorpor- 
ated in 1907 and is managed by 
his son, Karl N. Ladner, Mr. 





Ladner having been president of 
the firm. 

But his activities did not cease 
with the operation of a success- 
ful business. Long active in 
association affairs, Mr. Ladner 
was the organizer in 1897 of the 
Minnesota Retail Hardware As- 
sociation and served as its presi- 
dent the first two years of its 
existence. From 1905 to 1916 
he was director of the National 
Retail Hardware Association. 

To Mr. Ladner also belongs 
the distinction of having been 
one of the founders of the Hard- 
ware Mutual Fire Insurance Co. 
of Minnesota, which was or- 
ganized in 1899. He was its 
president from 1902 to 1934 and 
at the time of his death, chair- 
man of the board. He was also 
a co-organizer and many years 
chairman of the board of the 
Hall Hardware Co., Minneapolis, 
and was its first president when 
it was organized in 1913. 

His interests were not alone 
confined to the improvement of 
the hardware industry but were 
extended to civic government in 
which he exercised the same 
strong understanding of basic 
problems. He served the city of 
St. Cloud as its mayor in 1897 
and in 1898. From 1910 to 1912 
he was chairman of the charter 
commission of that community 
and today St. Cloud is governed 
by the home rule charter pro- 
posed by that commission. Mr. 
Ladner was also a director and 
vice-president of the Guaranty 
State Bank & Trust Co., of St. 
Cloud. 
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In Ordering BRONZE 








O”: advertising on screen 


cloth of Anaconda Bronze 
starts soon in leading magazines. In 
these ads, we advise screen buyers 
that, in order to get the enduring 
service they expect from Bronze, 
they must be sure the screen cloth 
they buy is standard weight! 

U. S. Gov’t and Wire Screen Cloth 
Manufacturers’ Institute consider 
.0113"" wire as standard for 16 mesh 
screen cloth. Such cloth weighs 15 pounds 
per 100 square feet. 





Offices and Agencies in Principal Cities 


MARCH 11, 





1937 


be sure to get 
STANDARD 


WEIGHT! 


{OVER 15 LBS. PER 100 SQ. FT.) 


Sub-standard cloth, although 
highly corrosion-resistant, lacks the 
physical strength to withstand the 
abuse to which all screens are oc- 
casionally subjected. So, in your 
own interest, and in the interest of 
your customers, make sure that the 
bronze screen cloth you get isstand- 
ard weight. Be sure that it is made 
of standard gauge wire. Then when 
our advertising sends screen buyers 


to you, they'll get the last- , hy 
ing service they expect! 


LOTH 








ONLY Standard Weight 
Bronze Screen Cloth 


e Lies flat—does not bulge and 
twist 


e Is strong—does not dent easily 


e Gives long, expense-free 
service 


e Weight 15 lbs. per 100 sq. ft. 
in 16 mesh cloth 37258 





THE AMERICAN seaeeaes COMPANY :° 


General Offices: Waterbury, Connecticut 


In Canada: ANACONDA AMERICAN BRASS LTD., New Toronto, Ontario 
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March ll 
1937 


Nails, wire, etc.— The first 
announcement on finished steel came 
Feb. 24 from the wire producers, 
who advanced their prices $5.00 a 
ton on nails and staples, $6.00 a ton 
on poultry fencing and barbed wire, 
$4.00 a ton on field fencing and 
$3.00 a ton on bale ties. Plain fence 
wire, black or galvanized, is not at 
present affected. These advances 
are effective immediately. Prices on 
these products have been out of 
line for some time, not having been 
advanced in proportion to upturns 
in othe: products in first quarter 
quotations. Some warehouses have 
advanced quotations on steel sheets 
$5.00 a ton, effective March 1, and 
there is expectation that sheets will 
be raised some such amount by the 
mills themselves. Warehouse prices 
on track spikes for railroad work 
are up $5.00 a ton. 

ca * * 

Copper advances — Copper, 
always a highly speculative metal, 
has had new rises to 14 cents on 
Feb. 16, and to 15 cents on Feb. 
23—the latter being the fifth ad- 
vance since Dec. 31, and the twelfth 
since the rise started in October. 
The European armament race is an 
important factor. There is consider- 
able uncertainty in the trade as to 
the probable copper outlook; stocks 
are at a minimum and demand ap- 
parently is endless, yet each rise in 
price makes possible greater mar- 
ginal production, that might serve 
to upset the balance of output. Pro- 
duction may very well reach an all 
time record in the United States 
in 1937. Output in January ran 
ahead of current consumption for 
the first time in several years, and 
producers are still speeding up 
their schedules. 

* * *& 

Copper products—Of neces- 
sity, rising copper quotations have 
been closely attended by like in- 
creases on finished copper products, 
and others made of brass. Copper 
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ADVANCES BECOMING EFFECTIVE 


Nails and Staples 

Poultry Fencing and Barbed 
Wire 

Field Fencing and Bale Ties 

Cut Nails 

Some Warehouse Prices on Steel 
Sheets and Track Spikes 

Copper 

Lead 

Zinc 

Tin 

Aluminum Ingots 

Lead and Zinc Products 

Copper and Brass Products 

Solid and Adjustable Pipe 
Stocks and Dies 

Pipe Cutters and Parts 

Industrial Machinists’ Vises 

Luther Tool Grinders 

Most Areade Hardware Items 


Mounted and Unmounted Grind- 
stones 

Fruit Jars 

Warm Air Furnaces 

Wood Split Pulleys 

Poultry and Fur-Farm Netting 

BX Cable 

Wood and Steel Tackle Blocks, 
Etc., and Parts 

Non-Metallic Conduit or “Loom” 

Putty 

Eversharp “Oxford” Fountain 
Pens and Sets 

Dazey Can Openers 

Gut Leaders 

Radiator Air Valves 

Window Ventilators 

Storm Sash Hardware 

White Lead 

Butchers’ and Kitchen Cutlery 

Linseed Oil 


ADVANCES BEING ANTICIPATED 


Tools 
Auto Tires 


Tyremat Rubber Mats 


sheets and wire, tubing, nails and 
rivets have been immediately and 
correspondingly affected. 

* * * 

Other metals—Lead and other 
metals have responded to the mount- 
ing industrial and armament buy- 
ing. On Feb. 25 the price of lead 
was advanced $10.00 a ton, follow- 
ing rises of $5.00 a ton each on the 
18th and 19th. The new price is 
equivalent to 7 cents a_ pound, 
wholesale, at New York, and com- 
pares with 4.60 cents early last Oc- 
tober. This last sharp mark-up es- 
tablishes the price of lead on the 


Fire extinguishers 
Builders’ Hardware 


highest basis seen since June, 1929, 
when 7.75 cents New York was 
touched. Zinc advanced on Feb. 18 
another 20 cents per 100 pounds, 
and stands $2.05 per 100 pounds 
above last year’s low. Tin reached 
above $55.00 per 100 pounds late in 
February, and aluminum ingots were 
raised 1 cent per pound on March 
1,—about 5 per cent. 

* * * 

Lead and zinc products—Lead 
pipe and traps, sheet lead, and lead 
washers have been raised by Na- 
tional Lead Company, and others, 
nearly paralleling the pig lead 
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“Weighing Bristle 
This keen-eyed girl is weighing bristle on one 
of Rubberset’s highly sensitive scales. Even 
the slightest defection from the standard 
weight of a bristle pack must be corrected. 
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Balance 


is a feature of every Rubberset 
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Paint Brush. When your paint brush 


is perfectly balanced, you can always 





t 


do a better job! 





HERE’S no sense using fine imported bris- 
a. —no point in carving perfect hardwood 
handles —if the elements you put into a paint 
brush aren’t going to balance. In the Rubberset 
factory, trained experts see toit that Rubberset 
Paint Brushes DO balance . . . all the way 
through. That is one important reason why 
Rubberset Brushes “handle’’ better than al- 
most any brush you can name, laying paint 
smoothly and quickly —with a minimum of 
effort on the part of the painter. 

Rubberset Brushes feel better—and they 
are better. Rubberset’s bristle-mixers some- 





times try as many as 250 combinations before 
they reach the mixture best-suited to carrying 
a maximum of paint and spreading it in the 
shortest time. The Rubberset setting —the first 
“permanent” vulcanized rubber setting in the 
brush industry —has been the model for brush 
makers everywhere since 1873. It’s been copied 
time and again but the experienced painter 
will still choose it over any of the “set-in-rub- 
ber’’ or “vulcanized-in-rubber”’ imitations that 
clutter store shelves and basements. You'll find 
it pays —inturnover and profits both —to stock 
genuine Rubberset. 


Insist on Genuine 


RUBBERSET PAINT BRUSHES 


(tRADE MARK) 


THE RUBBERSET COMPANY «© ESTABLISHED 1873 * NOW UNDER THE OWNERSHIP OF BRISTOL-MYERS CO. 


56 FERRY ST., NEWARK, N. J. © 37 SOUTH WABASH AVE., 


MARCH 11, 1937 


CHICAGO «+ 1534 SOUTH OLIVE ST., LOS ANGELES 
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changes. Lead oxides and pigments, 
as well as all basic lead manufac- 
tures, have been marked up, or are 
expected momentarily to rise. Sheet 
and strip zinc have taken repeated 
advances as the quotations have 
mounted on slab zinc. The sheet 
zinc base now stands 24% cents per 
pound above the steady basis ruling 
from 1933 until late last year. 


Sa * * 


Other commedity prices — 
The general level of wholesale prices 
reached a new high since June, 
1930, in the week ended Feb. 20, 
according to the Federal bureau of 
labor statistics. The bureau’s index, 
based on the 1926 weekly average, 
is now 86.0, compared with 85.6 the 
preceding week and 80.8 a year ago. 
Nine of the 10 major commodity 
groups—foods, hides and leather 
products, textile products, fuel and 
lighting materials, metals and metal 
products, building materials, chem- 
icals and drugs, house furnishing 
goods, and miscellaneous commod- 
jties—increased. 

* * * 


Tool sales and prices — De- 
spite an increasing demand, hand 
tool manufacturers have been able 
to keep orders filled with fair 
promptness. Jobbers are building 
up their stocks in preparation for 
an expected active season, with still 
higher prices to come. Advances 
named thus far have been quite 
moderate. Among recent changes 
noted are solid and adjustable pipe 
stocks and dies, March 1, about 7 
per cent; pipe cutters and parts, 
10 per cent; and industrial machin- 
ists’ vises, 10 per cent. Luther tool 
grinders were marked up 5 to 10 
per cent March 1. Mounted and 
unmounted grindstones have ad- 
vanced approximately 10 per cent. 
It is expected that axe prices will be 
named soon, to open the fall selling, 
and leading makers intimate that 
there will be little change in the 
prices at this time. Supplies of axe 
handles and other hickory handles 
have been greatly interrupted by the 
floods. 


* * * 


Arcade hardware — Arcade 
Manufacturing Co. has issued new 
prices effective March 1, stating: 

“Advances in costs make it necessary 
to increase prices on most of our hard- 
ware products, the increase ranging 
from 5 to 10 per cent. 1937 prices on 
stove hardware including lid lifters, 
pokers and dampers have previously 
been announced.” 

* * * 


Cut Nails — Reading Hard- 


ware Co. and others advanced their 
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base price on cut steel nails 25 
cents per keg, as of March 2. This 
advance parallels that on steel wire 
nails, and is the third mark-up on 
cut nails since early last fall. 

* * * 

Warm air furnaces — Some 
leading makers notified their trade 
on Feb. 24 as follows:— 

“Due to rapidly increasing costs of 
manufacture and of raw materials, we 
hereby advise you of an increase in 
warm air furnace prices of approxi- 
mately 10 per cent. New price sheet 
effective March 1, 1937, will be mailed 
within the course of a few days. No 
future delivery orders will be accepted.” 

* * * 

Poultry netting—An advance 
on Feb. 25 brings the third price 
schedule on poultry and fur-farm 
netting which has governed since 
the close of last season. Opening 
prices in October were quite low, 
and a mark-up of 714 per cent fol- 





lowed about Dec. 15. The latest 
change amounts to about 8 per cent, 
altering the base discount to 21 per 
cent from lists, instead of 27 per 
cent. 


* %*+ 


Wood split pulleys—Because 
of increased costs both of material 
and labor, prices were advanced on 
Reeves and other wood split pulleys, 
effective March 1. The discount to 
consumers is now 25 per cent f.o.b. 
Chicago, Ill. The mark-up to whole- 
salers was approximately 5 per cent. 


* * x 


Tackle blocks —New and 
higher prices went into effect on 
March 1 on wood and steel tackle 
and snatch blocks, and parts. On all 
the best-selling styles, the advance 
approximated 10 per cent. As many 
prices not shown on regular quota- 
tion sheets have also advanced, 
manufacturers request that- revised 
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THE BUSINESS ROUND-UP 
1936 Compared with 1935 
Business Week’s Index of Business Activity + 14% 

















See! Automobiles 


Construction: 


ah Residential 


Non-Residential 
Public works 
*m ond utilities 



















Machine tool orders 
ion Electric power Cement shipments 
Paint, varnish, 
Hard coal | oakee 
. Soft coal 17 . 
, _. Sane 
‘ ‘ 7 Cost of living: 
Oil wells drilled iad Ro.) ail 
refrigerator “+ 2¢ 
Textile mill an , 
consumption Washing machine 
Cotton sales 23 Clothing 
“ Fuel and light 
vt Sundries 
Rayon 
Stock prices 
as i Department store sales 
Variety soles (5¢—$1) 
Factory employm’t Rural sales 
ha Factory payrolls Life insurance sales 
*Ritimeted 








—Courtesy of Business Week 
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A new way... 


a BETTER WAY... 


s 


Here are brand-new sales tools you'll know are winners as 
soon as you see them. Fifteen minutes of interesting en- 
tertainment and constructive selling. Barrett’s 1937 Sound 
Slide Films were created by sales experts to sell Barrett 
Roofs to home-owners. They describe the menace of ‘‘Slow 
Fire,” explain the real economy of reroofing and show why 
Barrett Asphalt Shingles are outstanding roof value. Ask 
the Barrett representative to show these films to you and 


tell you how you can put them to work. 


THE BARRETT COMPANY, 40 RECTOR STREET, NEW YORK, N.Y. 


ROOFINGS 





MARCH 11, 1937 







Harry, the architect, tells about “Slow Fire” 
and shows John how moisture is slowly but 
surely destroying his home. 


The advantages of Barrett Shingles are 
clearly, forcefully and interestingly described 
so that any one can understand. 

F Fd 


No down payment—three years to pay. 
makes a hit with John ond Martha. The film 
ends with a direct bid for business 
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figures be asked for on any special 
styles. 
* * * 

Flexible conduit — Effective 
March 5 there was another price in- 
crease on “loom” or non-metallic 
conduit, with the standard 7/32 inch 
size advancing about 10 per cent. 
Armored (BX) cable was marked 
up Feb. 24 $1.00 per 1000 feet on 
14-2, and 5 per cent on all other 
sizes. 

* * * 

Fire extinguishers—Manufac- 
turers point out that continued ad- 
vances in material costs, particularly 
copper and brass, will probably 
necessitate an early rise in prices. 
Earlier increases were very mod- 
erate, and a more substantial adjust- 
ment must be made at the next 
change. 

* *% * 

Fruit jars— Ball and Kerr 
fruit jars have been raised substan- 
tially, the increase to jobbers on the 
quart size being about 18 per cent. 
An advance on Dazey can openers 
is reported, of about 5 per cent. 

* * * 

The Wahl Company — This 
company, on its Eversharp line, has 
raised the list price on the Oxford 
$1.00 pen to $1.25, and the set from 
$1.75 to $1.95. They remind their 
trade that the Oxford pen _ is 
equipped with a 14 kt. solid gold 
point, tipped with iridium,—not to 
be confused with plated steel points 
used in some pens sold at similar 
retail prices. 

* * & 

Tyremat Corp., 10-09 Forty- 
Third Ave., Long Island City, N. Y., 
manufacturers of rubber mats has 
advised the trade that because of 
the increased cost of steel and rub- 
ber used in the production of Tyre- 
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acetone 


eeeeeiow 


seeeeeees 





—Courtesy The Chicago Tribune 


Average Amount Spent at Household Appliance and Radio Stores by the Families 
of Each State 


mats, it is expected that prices will 
soon have to be advanced. 


* * * 
Demand for the Electric 
Chamois Salesman No. 666 Deal 


offered by the Chamois Department, 
American Sponge & Chamois Co., 
Inc., 47 Ann St., New York City, 
has so far exceeded the supply that 
that deal has been discontinued. 
The company is no longer able to 
get any more of the 50 cent size 
chamois sold with deal No. 666. 
Because of the extreme popularity 
of the flasher dispenser the company 
is offering a new one known as Elec- 
tric Chamois Salesman No. 1010 
Deal. of which only 2000 deals are 
available. The dimensions of the 
chamois are the same as previously 
furnished except the $1.00 size 
which is now 15 by 20 inches. The 
quantity of the new deal is limited 
because of the shortage of all sizes 
of chamois and the necessity of 
taking care of orders for refills of 
each size. 





Plumbing supplies—Dun re- 
ports that January and February 
operations at most plants turning 
out plumbing and heating equip- 
ment were from 20 to 35 per cent 
higher than for the same months of 
1936. This despite the fact that out- 
put was the highest since 1930. 
Orders booked for shipment during 
this quarter are the largest in seven 
years, and for some grades of sani- 
tary and iron enamelware are on a 
par with 1929. Price increases have 
been numerous, but moderate, ex- 
cept on items made from brass and 
copper, which have been sharply 
affected. A recent increase of 10 
per cent has been made on radiator 
air vales. 

* * * 


Builders’ hardware—From all 
quarters come reports that manu- 
facturers have well filled order 
books, and that shipments will prob- 
ably be slow all spring. Jobbers un- 
doubtedly have increased their rate 
of ordering both as a hedge against 
advances, past and to come, and as 
insurance of needed supplies in an 
expected busy spring. It is felt that 
price increases already made have 
covered only part of the increased 
cost on many lines of locks and 
building trim, and that further 
changes must be expected. Storm 
sash hardware has recently ad- 
vanced about 10 per cent, and win- 
dow ventilators about 714 per cent. 


. 2 @ 


Gut leaders—Due to the 
Spanish civil war the cost of silk- 
worm gut has advanced heavily dur- 
ing recent months, and shipments 
are constantly becoming more and 
more uncertain. Several makers, 
who had been withholding advances 
on gut leaders, hoping for improved 

(Continued on page 172) 
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—Courtesy The Chicago Tribune 


Total Sales at Sporting Goods Stores in the United States during 1935 
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The world’s biggest refractor telescopes are about the same size 








SOME TELESCOPE! IS 
THERE A BIGGER ONE 
ANYWHERE IN THE 





YERKES 
OBSERVATORY 
Williams Bay, Wisc. 
40 in. diam., 62 ft. long 








| THINK SO.. 
BUT | DONT 
KNOW WHERE 
LICK 


i Beene oe Fi OBSERVATORY 
i Mt. Hamilton, Calif. 
36 in. diam., 57.8 ft. long 


but the WORLD'S BIGGEST MAGAZINE 


has twice the circulation of its nearest competitor 











Ne if you can, the world’s biggest refractor stock and feature products that have this support. It 

telescope! Few people could because it’s only a means quicker turnover, more sales, greater profits 

few feet longer and a few inches greater in diameter —for you! 

than the second largest. But there’s no question about 

the world’s biggest magazine—it’s twice the size of What The American Weekly is 

the nearest competitor. The American Weekly is the largest magazine in 
With its circulation of nearly 6,000,000, The Ameri- the world. It is distributed through the 17 great Hearst 

can Weekly—through the manufacturers who use it — Sunday Newspapers. In 627 of America’s 995 towns 

gives you the greatest mass selling support at the ad- and cities of 10,000 population and over, The Ameri- 

vertiser’s command. This magazine speeds the sale of can Weekly concentrates 67% of its circulation. 


the everyday necessi- In each of 174 cities, it reaches better than 
ties and luxuries of life one out of every two families 

in your store, because In 144 more cities, 40 to 50% of + families 
it hes from 1 out In an additional 134 cities, 30 to 40% 

erie gore In another 175 cities, 20 to 30% 

of 5, to 1 out of every 









2 families in the -rich- ... and, in addition, more than 2,000,000 families in 
The est buying areas. It’s thousands of other communities, large and small, 
AMERICAN sound business to regularly buy and read The American Weekly. 
WEEKLY 
Greatest 







Circulation 
in the World 





— **The National Magazine with Local Influence’’ 
NEARLY NEAREST 
6,006,000 COMPETITOR Main Office: 959 Eighth Avenue, New York City 
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Great Oaks From Little Acorns Grow 


By SAUNDERS NORVELL 


banquets the guests reclined 

at full length on couches 
around a horseshoe table. The 
wine and food was served from 
the inside of the horseshoe. The 
wine was poured into large gob- 
lets from a stone jar called am- 
phora. The custom at these ban- 
quets was for each man in turn 
to praise the man who was lying 
at his right hand. The Greeks be- 
lieved in expressing their appreci- 
ation of their friends and fellow 
citizens while they were still alive. 
At one of these banquets so 
many hundreds of years ago, as 
the story is told,there was suddenly 
a great commotion at the door. 
Voices were raised in protest. A 
deep voice boomed intu the dining 
hall. A servant darted into the 
room and whispered to the host. 
“T shall put it to a vote,” said he, 
as he straightened out the crown 
of laurel leaves on his brow. 
“Gentlemen, Socrates is at the 
door and demands entrance. He 
is drunk. Do we wish him to join 
us?” There was a hearty chorus 
of “Aye, let him in.” So Socrates 
was admitted, with loud greetings 
and applause. He took his place. 
It happened that it was his turn 
to praise the guest on his right. 
After a long draught from his gob- 
let of wine, Socrates arose on his 
elbow and praised this guest as no 
man in the history of the world 
was ever praised before. When 
he had finished, the man he was 
praising turned to his host and fel- 
low diners, and with tears in his 
eyes cried: “Now let me die. So- 
crates has praised me. What more 


can be gained from life.” 
* x * 


ik the old days in Greece at 


It is the happy custom of the 
Hardware Merchants and Manu- 
facturers Association of Philadel- 
phia to give a banquet every year 
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in February, and at this banquet, 
following the old Greek custom, 
they make it a point to signally 
honor and praise some member 
of the hardware trade. At their 
51st Annual banquet on Thursday 
evening, February 4th, at the 
Bellevue-Stratford Hotel in Phila- 
delphia, the jury of award, con- 
sisting of E. E. Chandlee, Joseph 
M. Hottel and Harry D. Moore, 
presented, for the fifth time in 51 
years, the Award of Merit to 
Dennis A. Merriman, vice-presi- 
dent and general sales manager, 
The American Steel & Wire Co. 
Mr. Merriman was completely 
taken by surprise. As a matter of 
fact, his seat at the speakers table 
was so far to the right that there 
was danger of his chair falling off 
the platform. 

John S. North is President of 
the Harware Merchants and Manu- 
facturers Association, but as he 
happened to be away on a sailing 
trip, he sent a cable from some 
out of the way seaport in South 
America expressing his regret at 
not being present. William George 
Steltz, the energetic President of 
Supplee-Biddle Hardware Co., 
Philadelphia, and Vice-President 
of the association, acted as toast- 
master. He was an exceedingly 
good one, winning the thanks of 
all present by avoiding the habit 
of many toastmasters, that of 
making the address of every speak- 
er introduced. 

Having known Mr. Merriman 
since he was a young man work- 
ing in St. Louis, I had intended 
to do a little praising myself, but 
I have just received a copy of the 
last issue of the HARDWARE AGE, 
and find the editor has said prac- 
tically everything that could be 
said in his praise. (See H.A. Feb. 
25, 1937, page 51.) So I will just 


do a little reminiscing. 


This seems particularly appro- 
priate, at this time, as elsewhere 
in this issue is the news that Den- 
nis Merriman has relinquished the 
title and duties of general sales 
manager of the American Steel & 
Wire Co., but continues as a vice- 
president until September of this 
year when he reaches the retire- 
ment age in his company. 

* x * 

After the banquet “Dennie,” as 
he is affectionately called by his 
friends, came to my room in the 
hotel. We had a long chat about 
the good old days, way back in 
1901, when we were both just get- 
ting our start, and also about all 
the changes that have taken place 
in business since that time. While 
a good deal of water has passed 
over the dam since those days, 
“Dennie” is still very much alive, 
active and energetic. He has re- 
tained his slim, youthful figure, 
and the only sign of the passing 
years is his snow white hair, 
which, however, is quite becoming. 

When we review the passing 
years how much we find we owe 
to our friends. Alfred Clifford. 
who afterwards became a director 
and treasurer of the United States 
Steel Corporation, was at one time 
connected with the old St. Louis 
Wire Mill Company. In 1892, at 
the suggestion of Mr. Clifford. 
“Dennie” entered the wire indus- 
try. The following years were 
pregnant with activities in the steel 
industry that led to farreaching 
results. At that time Judge Gary 
was a lawyer in Chicago. Charlie 
Schwab was learning the steel 
business under Andrew Carnegie. 
The financial house of Morgan 
was negotiating with Carnegie for 
the purchase of his steel interests. 
The deal was closed and Carnegie 
took as part of the selling price. 
some cash and millions in bonds. 
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Columbian Rope is shown here doing its bit in the 
important Missouri River control project. 





Flood victims arriving from Louisville, 
Ky., are shown here as they were be- 
ing transferred from rescue boats to 
refugee trains. Int. News Photo. 
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Then the various steel concerns 
were welded together and the 
United States Steel Company was 
formed. It was a terrible gamble. 
But all these men believed in the 
future of the United States and 
they also believed in the future 
of steel. They were willing to risk 
millions in backing their judg- 
ment. 

Those were the days when these 
great steel men made their head- 
quarters at the old Waldorf Hotel. 
Negotiations and deals were car- 
ried on in their rooms and in the 
famous cafe where “Oscar” ruled. 
On some afternoons one could see 
in the lobbies of the Waldorf most 
of the great steel figures of the 
time. There was Corey, who after- 
wards became President of the 
Steel Corporation. There was “Bet- 
You-A-Million” Gates, John Lam- 
bert of Joliet, and Isaac Ellwood 
of DeKalb, and many others. All 
these men were different types and 
character, but they lived life up 
to the limit. They did things in 
a big way. 

At the Waldorf at a protracted 
session one day, a private tele- 
graph operator sat at his desk eat- 
ing a slice of lemon pie. Along 
came John W. Gates. He liked 
the looks of the pie and asked for 
a piece. It was so delicious that 
when he was informed the pie had 
been made by the operator’s wife 
he asked him to bring in a whole 
pie for next day’s luncheon. A 
number of these future steel mag- 
nates were present at this lunch. 
They ate and enjoyed the lemon 
pie. They all declared it was the 
best pie they had ever eaten. 
Afterwards they took up a contri- 
bution to pay the telegraph oper- 
ator’s wife for the pie. This 
contribution amounted to the neat 
sum of $2,000. As the story goes, 
the telegraph operator used the 
money to margin some stocks in 
Wall Street, and cleaned up $10,- 
000.00 for his wife. This is a true 
“pie” story. We may add, as in 
the ballad of childhood days, 
“when the pie was opened the 
birds began to sing.” 

While these things were going 
on, “Dennie” was meeting all these 
men as he had worked himself up 
to be manager of the St. Louis 
office of the Consolidated Steel & 
Wire Company. In 1899, Mr. 
Clifford and others organized the 
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American Steel and Wire Com- 
pany and bought out several dif- 
ferent plants in various parts of 
the country. They got an inter- 
est in the Puget Sound Steel Com- 
pany from John D. Rockefeller, 
and “Dennie” was sent out there 
to manage the business. While 
“Dennie” was on the “Coast,” he 
heard one day John D. was com- 
ing in his private car to inspect 
certain properties he had located 
in Everett, Washington and Puget 
Sound. There was great excite- 
ment in the town over the coming 
visit. John D. arrived from San 
Francisco. 

Later on in Hot Springs, “Den- 
nie” met Rockefeller and they 
talked about his visit to Everett. 
He invited “Dennie” to play golf 
with him, and in the game used 
three iron clubs, a midiron, mashie 
and putter. He beat “Dennie” on 
the 18th hole, but in telling the 
story latter “Dennie” said with 
a twinkle in his eye: —“If there had 
been a nineteenth hole, I might 
have had him one or two down.” 

“Dennie” of course knew John 
W. Gates very well, visited his 
home and knew his wife and son. 
He said that a lot of that “bet-you- 
a-million” stuff was just talk, but 
added that Gates was a daring 
speculator and a famous expres- 
sion of his was:—“If you are 
right 51% of the time you cannot 
possibly go wrong.” 

At one time Gates acquired con- 
trol of the Colorado Fuel & Iron 
Company, at another the L. & N. 
Railroad, at another, Republic 
Steel Company. The Presidency 
of the latter concern was offered 
to “Dennie” in 1907, but after 
considerable negotiation, for what 
appeared to be good and sufficient 
reasons, he declined the offer. 
That was after Gates was through 
with the organization of the var- 
ious units comprising the United 
States Steel Corporation. 

Alfred Clifford, who all of his 
life was a warm personal friend 
of “Dennie’s” never moved to 
Chicago, but he did at one time 
occupy the position of President 
of American Steel & Wire Com- 
pany, and was a director of the 
United States Steel Corporation 
for a great many years. He pre- 
ferred to live in St. Louis and was 
active there for many years look- 
ing after his large interests. In 


this connection I may say that I 
also knew Mr. Clifford and his 
family very well, and he was the 
cause of my losing a fortune! 

One day when he was a director 
of United States Steel, I happened 
to drop into a brokers office in 
St. Louis, where he was sitting 
watching the board. Steel com- 
mon had been declining. On this 
particular day it closed at $10.00 
a share. As I watched the board 
I remarked to Clifford that I 
thought United States Steel stock 
was a good buy, and that I had 
come to this brokers office with the 
intention of buying one thousand 
shares. He said he thought I had 
better go slowly. In fact, he ad- 
vised me not to buy. The stock 
afterwards increased constantly in 
price, and was split up into new 
shares on a number of occasions. 
If I had made this purchase and 
held on to the stock, it would prob- 
ably be worth a million dollars 
today,—if I had. 

After the Steel Corporation took 
over the American Steel and Wire 
Company, “Dennie” became assis- 
tant to the late Frank Baackes, 
who, as I recall, was Vice-Presi- 
dent in charge of sales. After all 
these years an interesting experi- 
ence I had with Judge Gary may 
be told. Mr. Gates was very busy 
in steel, and at the same time he 
was very busy in the stock market. 
At this particular time, I have for- 
gotten the year, there was a de- 
pression in business. Nail and 
wire inventories piled up in mill 
and warehouse. A Mr. Palmer. 
who was then a sales manager 
with the American Steel & Wire 
Company in Chicago, made us a 
proposition (I was in the jobbing 
hardware business at the time) to 
take ten thousand kegs of nails to 
be paid for in one year’s time. 
We were to buy the nails and 
place them in our warehouse. The 
late A. W. Douglas, buyer for the 
Simmons Hardware Company, was 
with me in Chicago when this 
proposition was made. We were 
willing to take the nails, but I re- 
marked to Mr. Palmer that if we 
should buy such a large quantity, 
we were entitled to protection, if 
there should be a reduction in 
price. Mr. Palmer said they would 
agree to protect us on stock on 
hand. I asked him to give me a 

(Continued on page 158) 
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hierar seas time is just around the cor- 
ner! A lot of your customers will be coming in 
for screen cloth. 

Get ready for them now witha stock of lustrous new 
Cyclone “Red Tag”’ Screen Cloth. It’s the very best 
screen cloth quality —sure to satisfy your customers. 

Cyclone Screen Cloth lies flat and even, without 
curling. Bright, extra heavy galvanizing coat resists 
corrosion. Double wire outer selvage gives added 
strength and rigidity to the fabric—makes it easier 
to stretch “square.” 


Put display in window 


Every roll comes packed in an attractive strong 
fibre carton. An inventory tag attached to the end 
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of each roll helps you keep an accurate account 
of your screen cloth sales and gives you, at a 
glance, the exact amount left in each carton. 
Makes inventory-taking easy. 


Cash in on Cyclone consumer acceptance 


Put a display of Cyclone “Red Tag” Screen Cloth 
cartons in your window. Stock some on a counter. 
Your customers know Cyclone—they have confi- 
dence in this nationally famous name—display it 
and watch your sales go up! 

Phone your jobber—order Cyclone “Red Tag” 
Screen Cloth—and Lawn Fence, Hardware Cloth, 
Flower Bed Border, Trellis, Metal Baskets. They're 
all good spring sellers! 


US:S CYCLONE ‘Re@djag” WIRE SCREEN CLOTH 


CYCLONE FENCE CO. General Offices: Waukegan, III. Branches in Principal Cities 
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Pacific Coast Division: Standard Fence Co. 
Oakland, Calif. 


United States Steel Products Company, New York 
Export Distributors 





UNITED STATES STEEL 











FIFTY YEAR 





JOHN H. GALLOWAY, 
president of Ayres & Galloway 
Hardware Co., Inc., Middle- 
town, N. Y., has been active 
in the hardware business in 
that city since 1880. In 1888 
he became a member of the 
firm of Hoyt & Galloway and 
ten years later became a mem- 
ber of the partnership of Ayres 
& Galloway. When the part- 
nership was succeeded by a 
corporation he was elected 
president and continues to be 
active in that capacity. With 
the exception of the month of 
February, which he spends 
vacationing in Florida each 
year, Mr. Galloway is active in the business from 7:30 
A. M. to 5:30 P. M., each business day. Mr. Galloway 
says of his long years in the hardware field, “I can truth- 
fully say the hardware business has never been hard work 
for me, as I have always enjoyed working on its detail 
and working out its problems. For the past ten years of 
changing business conditions the problems have increased 
and the old methods of solving them cannot be success- 
fully used today. I believe that the hardware man of 
today realizes the fact that this is a new era in both buy- 
ing and selling.” Mr. Galloway has been very active in 
his community, having served both the fire department and 





JOHN H. GALLOWAY 
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the board of education. His leisure time has been devoted 
to the interests of his church, business organizations and 
to fraternal groups. In recognition of fifty years’ service 
in the Middletown Fire Department the city presented 
him with a fifty-year gold medal. Mr. Galloway 
was for twenty years director of the Merchant National 
Bank and has served as president of the local Chamber 
of Commerce and as president of the board of trustees of 
the Webb Horton Memorial Church. He has been presi- 
dent of the Middletown Auto Club and is past master of 
Hoffman Lodge, No. 412, F. & A. M., and past commander 
of the Cyprus Commandery, No. 67, Knights Templar. 


CHARLES W. EICH- 
HORN has been with Far- 
well, Ozmun, Kirk & Co., St. 
‘Paul, Minn., wholesale hard- 
ware distributors, since May 
10, 1882, when he was but 
seventeen years of age. Today 
at the age of 72 he is active as 
manager of the profit, commis- 
sions and salesmen’s records 
departments of the company. 
His first position with Farwell, 
Ozmun, Kirk & Co. was as a 
stock clerk. Later he was 
made an order clerk and then 
a checker. From 1887 to 1891 
he was in charge of the mail 
order desk, later being placed 
in charge of the cost and profit departments. Flowers and 
rock gardens are his chief hobbies and together with Mrs. 
Eichhorn he is a member of the Ramsey County Garden 
Club and of the Minnesota State Horticultural Society. 
For twenty-five years he has been secretary and treasurer 
of the St. Paul, Dayton & Bluff Sick Benefit Society. He 
has been a precinct chairman, but has held no other 
political offices. For fifty-five years he has given freely of 
his time to Sunday school and church work. 





CHARLES W. EICHHORN 
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OF COURS 
ENAMEL 





Seysaintee Let's talk about this mat- 
PORCELAIN ter of chipping frankly 
ENAMEL | —and sanely. Porcelain 
ey enamel will chip, of 
course—if you hit it hard 
enough. It is a mineral 
y substance—hard as glass. —But house- 
al keepers don’t clean mirrors, windows, 
or refrigerators or sinks with a smithing 
of hammer! —Considering the millions of 
si- mirrors and plate glass windows in use 
of —how many ever break? A small fraction 
er of 1 per cent! —Now suppose all those 
millions of mirrors were backed up with 
a sheet of steel—how many would break? 
A very precious few! 

The fact that porcelain enamel is hard 
enough to chip, under very heavy im- 
pact, is a big feature in its favor. Being so 
hard—porcelain enamel is the one finish 
that won’t scratch or dull or lose its life- 
time lustre. Being flint-hard, porcelain 
enamel is the one finish in which delicate 
colors will never fade; the one finish that 
is absolutely non-absorbent. Being as 
hard as glass, it is clean, sanitary, enduring. 

Porcelain enamel is the one sales fea- 
ms ture which gives lifetime satisfaction. 
rd Feature it—talk it—push it—sell it. Be 
= glad porcelain enamel is hard enough to 
; chip. If it wasn’t, it wouldn’t be porcelain 
i] enamel. 
tN EDUCATIONAL BUREAU 
PORCELAIN ENAMEL INSTITUTE, Inc. 

612 North Michigan Avenue ¢ Chicago 


mae PORCELAIN ENAMEL So: 
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New and Improved Merchandise— 
Display Helps—Sales Literature— 
Window Trims — New Packages 
— New Colors — New Deals — 
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Hardware Stores 


National Canner Retort 





This canner retort sells below others 
in the line. It is of heavy cast alumi- 
num and maker states it heats quicker; 
will not rust; has thicker wall and bot- 
tom; will not dent and will not warp. 
Cover is fitted with a composition gas- 
ket guaranteed to be tasteless and odor- 
less and makes a perfect steam-tight 
seal. Accurate steam pressure gage, 
safety valve and petcock are all tested 
and approved before leaving factory. 
Equipped with strong wire basket so 
that all the glass jars or tin cans can 
be lifted into or out of the canner at 
one time. Included in the equipment is 
a canning book, time tables and recipes. 
Retort holds 18 No. 2 cans, 10 No. 3 
cans, 17 pint Mason jars, or 7 quart 
Mason jars. Sold through wholesalers 
only. National Pressure Cooker Co., 
Eau Claire, Wis. 


Deluxe Handa Wheelbarrow 





Of new design with a vertical fork of 
heavy steel plates, which raises the 
point of pivot considerably above the 
axle of the wheel, thus placing a greater 
part of the load on the wheel and 
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lessening weight on the operator. Tire 
may be operated on extremely low air 
pressure, thus absorbing surface ob- 
structions without jolts or jars and cut- 
ting the pushing resistance approxi- 
mately in half. Said not to sink into 
sand, gravel, or soft ground. Barrow 
can be equipped with rubber-soled legs. 
It is finished in green, red, and black. 
Tray is of 18-gage steel, 32 x 29 inches, 
and has a capacity of 3 cubic feet. The 
American Steel Scraper Co., Sidney, 


Ohio. 





“Vindex”—for all sizes of knives, 
cutlery, shears, and garden tools. Has 
machine cut gears for easy and quiet 
operation. Sharpener is finished in tur- 
quoise blue, baked art metal with steel 
parts, satin cadmium plated. Shipping 
weight, 24% lb. each. Fully guaranteed. 
National Sewing Machine Co., Belvi- 
dere, Ii. 


General Hardware Catalog 


No. 36 on general and shelf hardware, 
mechanics’ tools, farm implements, 
builders’ hardware, household goods, 
paint, varnish, stoves, cutlery, fishing 
tackle, sporting goods, automobile tires, 
and radios. Catalog contains 680 pages 
and reference pages are thumb-indexed. 
Dinkins-Davidson Hardware Co., Atlan- 
ta, Ga. 
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P & L Counter Book 


Shows the prospective user of Pratt 
& Lambert materials how they beautify 
and protect exterior and interior sur- 
faces, and provides suggestions for the 
arrangement and furnishing of the va- 
rious rooms of the average home. Each 
item in the Pratt & Lambert line is 
described in easily read type, and on 
the opposite page the products are illus- 
trated in color. Descriptions contain 
condensed, easily understood specifica- 
tions, directions and spreading rate. 
The counter book is 16% in. long by 
11% in. deep, 1% in. thick, and is sub- 
stantially bound for frequent use. 
Pratt & Lambert, Inc., Buffalo, N. Y. 


Silver King Bicycles 


# STEVER KING 





All models for 1937 will carry free 
insurance against fire and theft for one 
year from date of purchase. New prices 
prevail. There has been no increase in 
price. Features include a new patented 
retractable parking stand and electric 
tail light of exclusive design on the 
higher priced numbers. A new model 
for men and ladies is the super de luxe 
M137 for men and L137 for ladies. 
Men’s model is illustrated and in addi- 
tion to the above-mentioned features has 
hexagonal bars and truss rods, full 
leather saddle, and horn light. Monark 
Silver King, Inc., 1240 N. Homan Ave., 
Chicago. 
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Paint from the Potato Patch 


Last year, potatoes and other vegetables put $772,000,000 into 


farmers’ pockets—an amount greater than the entire nation’s. 


yearly paint bill. 
This is especially significant because the farmer is the paint in- 
dustry’s biggest individual customer. 


National advertisers find Farm Journal's unique 4-day Writer- 
to-Reader service the quickest and surest approach to 1,300,000 
of America’s best farm families. 


Ask your hardware dealers. 


FARM JOURNAL 


Fastest Growing Magazine in the National Farm Field 


MARCH 11, 1937 
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Recliner Chair 





No. 41—adjustable to three positions. 
Seat is 18 in. square and 15 in. from 
the floor. Has extra canvas reinforce- 
ments beneath seat and across the back. 
Height of back, 30 in. Chair folds into 
compact bundle, 24 x 39x 4 in. Packed 
six in a bundle. Company offers to 
send samples of this chair with var- 
nished or colored frames and striped 
cover or enameled white frames and 
solid covers to responsible dealers. 
Tucker Duck & Rubber Co., Fort Smith, 
Ark. 


Handy Hose Hanger 


a 





Inexpensive and simple device for 
holding a garden hose. May be hung 
conveniently in basement, garage, or 
other suitable place. Constructed of 
heavy steel, 13 in. wide and 13 in. high, 
finished in durable grass green enamel 
and will hold 75 feet of garden hose. 
Ohio Stove Pipe & Mfg. Co., 12713-17 
Kinsman Road, Cleveland, Ohio. 


Lawn Sprinkler 


Has water waste elimination and spe- 
cial control features. Three of the four 
jets are controlled by valves which per- 
mit the spray to be directed to any 
desired space exclusive of others. In 
case of reduced pressure, one or more 
jets may be closed so that full effi- 
ciency may be maintained in the remain- 
ing open jets. Sprinkler distributes 
water in a square pattern, instead of the 
usual round pattern, thus allowing user 
to change the location of sprinkler to 
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match the unsprinkled pattern with the 
sprinkled without overlapping. VWit- 
tek Mfg. Co., 4309 W. 24th Place, Chi- 


cago. 


“Glider” Carpet Sweeper 





Has self-adjusting brush and wheels 
that enable the sweeper to work eff- 
ciently on all types of rugs and carpets. 
Features are: extra-heavy brush bristles; 
rubber bumper to prevent marring fur- 
niture; easily operated lift-lever which 
empties both rubber sealed dust pans 
at once. Sweeper is simplified in design 
and finished in hard, lustrous baked 
enamel. Made also in the Karpet Night 
De Luxe model. Both are ball bearing 
sweepers. The John C. Turner Corp., 
Wapakoneta, Ohio. 


Fuel Oil Tank Gage 





For 275-gallon capacity tanks. Maker 
states it is sturdy, durable, non-mag- 
netic, seal-proof, with clock-like adjust- 
ment of mechanically operated hands 
that read accurately within five gallons. 
Gage may be adjusted in either full or 
empty tanks by adjustment of spindle 
hand arm. Simple installation; no as- 
sembling required. The Marwin Mfg. 
Co., 539 Chapel St., New Haven, Conn. 





Schwinn Fore-Wheel Brake 


Representing an entirely new de- 
velopment in bicycle braking devices, 
this front wheel brake is made by 
Arnold Schwinn & Co., Chicago, II1., 
in the belief that the constantly in- 
creasing number and the ever increas- 
ing speed of motor vehicles have made 
a additional efficient type of bicycle 
braking device desirable. The develop- 
ment of this braking device involved a 
careful study of the relation of the 
effective braking surface to the forces 
involved; the dissipation of heat; the 
required strength factors, and the com- 
bination of smoothness of braking ef- 
fect with the ability to stop quickly in 
an emergency. A water and dust proof 





cable housing, of a type said to be pre- 
viously not commercially obtainable in 
this country, was developed and is now 
produced by the company. Mounted 
upon a turned steel hub is a drawn 
brake drum, the outer rim of which 
carries the spoke holes. The braking 
mechanism, consisting of two special 
alluminum alloy brake shoes of the in- 
ternal expanding type has moulded 
Raybestos brake lining and is mounted 
on a sturdy brake plate. These shoes 
are forced against the drum by a cam 
in accordance with approved automo- 
tive practice. Strong springs hold the 
brake shoes away from the drum to 
assure absence of drag and free opera- 
tion of the hub. One of the cones is 
fixedly mounted on the axle while the 
other is held in adjustment by a spe- 
cial lock nut so that the bearing ad- 
justment is not disturbed when the 
front wheel is removed. <A_ grease 
catcher prevents oil or grease from get- 
ting onto the brake lining. The op- 
erating mechanism consists of the spe- 
cial cable casing and an exceptionally 
strong cable actuated by a handlebar 
hand lever which is rigid in itself and 
in its mounting so as to maintain the 
brake adjustment. A thumb screw con- 
trol permits any desired braking ad- 
justment instantly without use of tools. 
The hub, brake drum, and operating 
lever are highly polished and chrome 
plated. The brake plate and small parts 
are rust-resistant plated. 
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SAMSON 1937 Safe- 
will blow your Fan Sales to NEW 






ust var: A SELL-OUT! 


In 1936 Samson revolutionized the elec- 
tric fan. So sensational was the demand 
for the rubber-bladed Safe-Flex that we 
could supply only one out of every 3 
who wanted them. 


tuts year: IMPROVED! 


We've added super-breeze-power to the 
safety and smartness of the Safe-Flex fan. 
The 1937 Safe-Flex actually delivers 


2 NEW SAMSON SAFE-FLE 


4 
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the interest in this sensational invention 


lex ¢afe- flex AUTO FAN 


ams —_ $9995 
er (Cat, No. 987) 


SAMSON-UNITED CORPORATION, Rochester, N. Y. 






Pape 1'\\ hs 
HIGHS! 





30% more breeze than metal-bladed 
fans!; 

And we’ve stepped up production to 
meet demand, This year you can turn all 


into extra sales . . . extra profits. 

And we’ve backed Safe-Flex with 
smashing national advertising reaching 
16,819,323 prospects . . . one out of 





every two families in the U. S. Plus new, errr ret © 
displays; new sales helps. Diep ty . \ 
Get ready for Summer 1937! Write or mM wire 
wire for complete details..,... mention hoe \ 
your jobber. $ 95 
< 
| ae | 
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PROFIT MAKERS ‘rrrre2" 


SAFE ! blades of soft, flexible moulded rubber 
SMART ! no more ugly bird-cage guards 
30% MORE BREEZE, TOO! 


NATIONALLY ADVERTISED in 


Saturday Evening Post + Colliers - Time - Cosmopolitan 


8 out of Io men who enter your store own & 
car, Each needs the Safe-Flex Auto Fan— 
for this is the only auto fan that’s safe (rub- 
ber blades can’t hurt). Air-cools the car in 
jummer traffic jams; while parking. Clears 
steam from windshield in rainy 

weather, and defrosts in winter. 


6 velt medel 








The New Yorker - American - Life - Good Housekeeping 
Woman's Home Companion - Parents - N. Y. Times Magazine 
16,819,323 MESSAGES ! ORY 











WITH THE TIMES 


THESE famous casters roll along on ball bearings. No friction. No 
effort. No damage to floors, rugs or floor covering . . . as up to date 
as a stream-lined train or 1935 motor car. 


A PROFITABLE ITEM FOR ANY HARDWARE ‘MERCHANT 


A demonstration does it . . . merely roll an “AcME” 
on the counter. Show the frictionless, quiet operation 
of the “ACME” and you’ve made a sale. A profitable * 
item with repeat orders. Stock and sell “Aacmes.” 


THE SCHATZ MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 
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Model State Fair Trade Ac’ 


Proposed by the 


National Association of Retail Druggists 
(In final form as of January 7, 1937) 


Editor's Note:—The text of this pro- 
posed Model State Fair Trade Act 
is published through the courtesy of 
Rowland Jones, Jr., General Repre- 
sentative of the National Association 
of Retail Druggists, Washington, D. C. 
All hardware groups are urged to 
support this program and to help in- 
terest other retailer groups in the 
various states. Only through con- 
certed, general retail support can 
such helpful legislation be passed in 
the several states. This type of law, 
or equivalent is necessary, in our 
judgment, to properly obtain the full 
advantages of the (federal) Robin- 
son-Patman Law. 


N Act to protect trade-mark 
owners, producers, distribu- 
tors and the general public 

against injurious and uneconomic 
practices in the distribution of com- 
petitive commodities bearing a dis- 
tinguishing trade-mark, brand or 
name, through the use of voluntary 
contracts establishing minimum re- 
sale prices and providing for refusal 
to sell unless such minimum resale 
prices are observed. 

(Here insert enacting clause in 

the form required by the State Con- 
stitution and laws.) 


1. The following terms. as used 
in this Act, are hereby defined as fol- 
lows: 

(A) “Commodity” means any sub- 
ject of commerce. 

(B) ‘‘Producer’’ means any 
grower, baker, maker, manufacturer, 
bottler, packer, converter, processor 
or publisher. 

(C) “Wholesaler” means any per- 
son selling a commodity other than 
a producer or retailer. 

(D) “Retailer” means any person 
selling a commodity to consumers 
for use. 

(E) “Person” means an individ- 
ual, a corporation, a partnership, an 
association, a joint-stock company, 
a business trust or any unincorpo- 
rated organization. 

2. No contract relating to the sale 
or resale of a commodity which 
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bears, or the label or container of 
which bears, the trade-mark, brand, 
or name of the producer or distribu- 
tor of such commodity and which 
commodity is in free and open com- 
petition with commodities of the 
same general class produced or dis- 
tributed by others shall be deemed 
in violation of any law of the State 
of (NAME OF STATE WHERE 
ACT IS TO BE PASSED) by rea- 
son of any of the following provi- 
sions which may be contained in 
such contract: 


(A) That the buyer will not resell 
such commodity at less than the 
minimum price stipulated by the 
seller. 


(B) That the buyer will require 
of any dealer to whom he may resell 
such commodity an agreement that 
he will not, in turn, resell at less 
than the minimum price stipulated 
by the seller. 


(C) That the seller will not sell 
such commodity: 


(1) to any wholesaler, unless such 
wholesaler will agree not to resell 
the same to any retailer unless the 
retailer will in turn agree not to re- 
sell the same except to consumers 
for use and at not less than the stipu- 
lated minimum price, and such 
wholesaler will likewise agree not to 
resell the same to any other whole- 
saler unless such other wholesaler 
will make the same agreement with 
any wholesaler or retailer to whom 
he may resell; or 


(2) to any retailer, unless the re- 
tailer will agree not to resell the 
same except to consumers for use 
and at not less than the stipulated 
minimum price. 


3. For the purpose of preventing 
evasion of the resale price restric- 
tions imposed in respect of any com- 
modity by any contract entered into 
pursuant to the provisions of this 
Act (except to the extent authorized 
by the said contract) : 


(a) The offering or giving of any 
article of value in connection with 
the sale of such commodity; 

(b) The offering or the making 
of any concession of any kind what- 
soever (whether by the giving of 
coupons or otherwise) in connection 
with any such sale; or (c) The sale 
or offering for sale of such com- 
modity in combination with any 
other commodity, shall be deemed a 
violation of such resale price restric- 
tion, for which the remedies pre- 
scribed by Section 6 of this Act shall 
be available. 

4. No minimum resale price shall 
be established for any commodity, 
under any contract entered into pur- 
suant to the provisions of this Act, 
by any person other than the owner 
of the trade-mark, brand or name 
used in connection with such com- 
modity or by a distributor specifical- 
ly authorized to establish said price 
by the owner of such trade-mark, 
brand or name. 

5. No contract containing any of 
the provisions enumerated in Section 
2 of this Act shall be deemed to pre- 
clude the resale of any commodity 
covered thereby without reference to 
such contract in the following cases: 

(A) In closing out the owner’s 
stock for the bona fide purpose of 
discontinuing dealing in any such 
commodity and plain notice of the 
fact is given to the public; provided 
the owner of such stock shall give 
to the producer or distributor of such 
commodity prompt and reasonable 
notice in writing of his intention to 
close out said stock, and an oppor- 
tunity to purchase such stock at the 
original invoice price; 

(B) When the trade-mark, brand 
or name is removed or wholly oblit- 
erated from the commodity and is 
not used or directly or indirectly re- 
ferred to in the advertisement or 
sale thereof; 

(C) When the goods are altered, 
second-hand, damaged or deterio- 
rated and plain notice of the fact is 
given to the public in the advertise- 


HARDWARE AGE 


















































































In 1937 
The Fastest Sellin g 
h <i we 
g a y 
rf 
“ Ls bylest Ben D White Mountain 
le (Triple Action) 
WILL INCREASE YOUR RANGE SALES | = 25 «. 
" Here is your chance to make extra profits during April J. -e 
7 and May — when range sales are at their peak — by Wi i] 4 & = eine 0 : 
featuring the 11l-piece Economy Set by West Bend. Qe 28; ZA 
ll * Your customers appreciate the better-flavored, more 3 
Ys nutritious food that can be economically prepared with As Usu a i 
A these modern utensils. By displaying them near your 
or modern ranges, you suggest to range buyers that these Arctic 
“ are modern utensils they should have to get the maxi- Paty ner ~ pol 
] mum efficiency from their new range; to all store traffic tnctinatine 
e that here is an exceptional bargain in heavy-gauge 
. utensils. * The superior features of this set provide 
if you many talking points to quickly close sales. T h gf 
“ THE ECONOMY SET INCLUDES THOSE . 
y UTENSILS USED MOST OFTEN one White 
3 4 quart Sauce Pot with Cover s 
’s 6 cup Percolator Mt. Washington M 0 Lu nta i n 
: 1% quart Double Boiler (Single Action) - 
1e One loaf Bread Pan weer” > dy soins Li n e 
. I quart § Stew Pan with Cover The 2 qt. size is of lighter 
h 1% quart Stew Pan with Cover and special construction 
le 2 quart Stew Pan with Cover Be Prepared! 
: VY, pint Soup Ladle Your Jobber is fully 
“ Range size Salt Shaker supplied 
4 Range size Pepper Shaker " 
.. V2 pint Measuring Cup The 
is 4-pad Package of SOS White Mountain Freezer Co. 
: For further information, write i y Nashua, or 
x : ° 
“ Ben yy WEST BEND ALUMINUM CO. ao Send for Complete 
* GIN Dept. 903 WEST BEND, WISCONSIN 2 qt. size only Catalog 
e- 
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ment and sale thereof, such notice 
to be conspicuously displayed in all 
advertisements and to be affixed to 
the commodity. 

(D) By any officer acting under 
an order of court. 

6. Wilfully and knowingly adver- 
tising, offering for sale or selling any 
commodity at less than the price 
stipulated in any contract entered 
into pursuant to the provisions of 
this Act, whether the person so ad- 


vertising, offering for sale or selling 
is or is not a party to such contract, 
is unfair competition and is action- 
able at the suit of any person dam- 
aged thereby. 

7. This Act shall not apply to any 
contract or agreement between or 
among producers or distributors or 
between or among wholesalers or be- 
tween or among retailers as to sale 
or resale price. 

8. If any provision of this Act, or 





the application thereof to any per- 
son or circumstance, is held invalid, 
the remainder of the Act, and the 
application of such provisions to 
other persons or circumstances, shall 
not be affected thereby. 

9. All Acts or parts of Acts in- 
consistent herewith are hereby re- 
pealed to the extent of such incon- 
sistency. 

10. This Act may be known and 
cited as the “Fair Trade Act.” 


Sell Subsoiling Equipment 


Recent floods prove importance of proper sub-soiling 
and the necessity of some such program for future 


O recent devastating floods 

bring home to us the impor- 
tance of the need for such imple- 
ments? Does the scourge of flood 
and famine—point with skeleton- 
like finger, to our having neglected 
to subsoil the land? 

Had the clay and soapstone base, 
land—over which the January flood 
waters swept with such fury, been 
subsoiled to a depth of twelve to 
sixteen inches, the scope of the flood 
might have been reduced at least 
fifty per cent—and fifty per cent 
deducted from the flood results 
total, might have meant little if any 
loss of life—with property loss noth- 
ing like the present. 

Clay and soapstone base—is the 
predominating strata’s found under 
upland and prairie soil throughout 
the Mississippi Basin, or to be more 
specific—first we have the vegetable 
mould or black soil, then the yellow 
clay with the soapstone strata sup- 
porting both—the two under stratas 
are almost impervious to moisture 
which is proven by the tens of 
thousands of ponds that the farm- 
ers have dug to hold water for agri- 
cultural purposes. 

SELL—SUBSOILING TOOLS— 
it may be a post auger or sharp 
shooter for going extra deep in a 
million door yards where trees or 
shrubbery is being planted—it may 
be a post auger and dynamite for 
going deep where fruit orchards are 


_ set—it may be any kind of tool to 


be used to subirrigate vegetable 
gardens. 

After a heavy or continued rain- 
fall—_we hear much about the 
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protection. 


By N. V. RICHARDSON 


Kansas City, Mo., Hardware Merchant 


ground being thoroughly soaked up 
—when in reality on account of the 
hardpan being so close to the sur- 
face there has been but little change 
for the better in moisture way—a 
few hours of sun and wind and the 
face of mother earth has taken on 
a very dry look again. 

SELL—SUBSOILING TOOLS— 
any kind of a tool that can be made 
useful in breaking through the clay 
and soapstone strata, to allow for 
surface or black soil to sift down to 
form a soil sponge that will receive 
and hold rainfall in subirrigation 
way to nourish the roots of plant 
life at a time when the surface may 
be quite arid and permitting rain- 
fall that otherwise might have been 
flood waters to soak into a subsoiled 
surface. 

In the middle west subsoilers are 
made to run in the bottom of the 
plowed furrow lifting up a ribbon of 
the underlying clay, allowing for 
the black soil to fill in the subsoiler 
trench which is done by regular 
plow in its next time around in this 
way creating a soil sponge; this is 
abetted by running the furrows 
across the slope, if there be a slope 
in the field, to further delay surface 
water from rushing off to become 
flood waters. 

Rainfall may be over abundant 
— if the earth’s surface fails to hold 
moisture, the precipitations become 
only surface water that gathers wash 
from the little soil that is left, rushes 
to ravine, creek or river to help 
swell the volume from other water- 
sheds, finally becoming a raging 


flood—jeaving immeasurable devas- 
tation with its added pestilence. 

God created the virgin soil out 
of vegetable mould, with a depth 
and texture sufficient to hold the 
average rainfall, hence, floods are 
(through failure to subsoil) man 
made. 

It is estimated that five hundred 
million tons of eroded earth pass 
New Orleans annually via the Mis- 
sissippi to find dumpage in the Gulf 
of Mexico—this tremendous tonnage 
is made up largely from black vir- 
gin soil washed from the farms in 
the twenty-six states that the great 
river drains—without a doubt a 
major part of this wash could have 
been saved by subsoiling the land. 





Republic Farm Fence Book 


Tells about the new Republic elec- 
trical method for zinc coating fence wire 
and describes and pictures in detail the 
principal features of this process. The 
book also shows the various types of 
Republic Fence, barbed wire, steel posts, 
galvanized roofing and other Republic 
Steel products for the farm. Available 
to those requesting a copy in the Re- 
public Fence advertisement. Republic 
Steel Corp., Wire Division, 7850 S. Chi- 
cago Ave., Chicago. 


Brush Catalogs 


Nos. 101 and 102 on Whiting and 
Adams’ brushes, respectively, of all 
types and sizes for the painting and al- 
lied trades. Also contained are brushes 
for home and industrial uses and for 
special purposes. Brushes are illus- 
trated and complete specifications are 
included in the descriptions. Whiting- 
Adams Co., 690-710 Harrison Ave., Bos- 
ton, Mass. 
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ILCO Screen Door Closers are easy to 
sell when you explain their advantages. They 
are growing in popularity—replacing the old 
fashioned screen door spring. Available in 
two sizes for light and heavy doors; they as- 
sure silent, positive action. No nerve racking 
noise—no replacements. 


Heavy construction throughout, ILCO 
Screen Door Closers offer a lifetime of service 
—are popular items, popularly priced and 
easily installed. 















Stock ILCO Screen Door 
Closers. Put the working dis- 


play shown below in a promi- 


ILCO KEY 
BLANKS 
See us first. We 


maintain an ex- 
tremely large as- 
sortment at all 
times, and can 
fill orders from 
stock. 


nent place. It’s a proven silent 
salesman and will help you sell 


this profit maker. 








INDEPENDENT 
LOCK COMPANY 


Fitchburg, Mass. 


Pace mark 


THE SYMBOL OF SUPREME 


LOCK PROTECTION 
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DEALERS and CONSUMERS 


Once you display this new Roper Piston Type Water System, 
you'll fall heir to an enthusiastic, quick-action sales response 
that will be a revelation. More and more dealers are find- 
ing out every day that this new “Roper” is ahead in sales 
because it deserves first position through sheer merit. 
Advanced engineering embracing new and exclusive features 
plus unequalled value are the reasons why your customers will 
buy Roper Systems. 

Write for complete information on this dauble-acting, single 
cylinder system with Direct-Drive, Sani-Tank of porcelain 
enamel, Built-in Motor, Uni-Valve Plate Pressure Switch and 
other advanced features. We will also include literature on 
Roper Deep Well Systems. 


GEO. D. ROPER 
CORP. 


ROCKFORD, 
ILL., U.S.A. 





WATER SYSTEMS 
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By ROBERT PILGRIM Copyright, 1937, by Hardware Age 
















A FILIPINO WATER BUCKET 
\S6 OFTEN AS TALL AG THE 
MAN WHO LGES \T / 
THEY ARE MADE 

OF BAMBOO — 


































IN. BATAVIA, JAVA, 
WATERING CAMS 
ARE USED TO WATER. 
THE STREETS — 
70 LAY THE DUST 





A GENUINE 
ELECTRIC 

CLEANER SMALL 
ENOUGH TO 

REST EASIW IN 

THE PALMA OF THE 
HAND \S OWNED 

BY BENJAMIN HARRISON 


ie 






AN AL/TOMATIC SPRAY GLA OF CHICAGO, ILLINOIS. 

1g THE BRUSH” ARTIST /T 18 ONE OF HIS FAMED 

FRED LAWRENCE, OF OKLAHOMA COLLECTION OF 

CITY, USES IN PAINTING HIS MIMATURE MARVELS 
PICTURES / 
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Made From oF Solid Bar of Steel 


Y 


‘ The ABW Solid Shank Shovel equipped with the 
famous ABW Shock Band is unquestionably the 
strongest shovel on the market. Blade, shank and 
socket are forged from one solid bar of steel. 

\ Added to this is the Shock Band which increases 


2 the handle strength about 21°. A tough shovel 


ag for a tough job—any test will convince you. 





ASK YOUR JOBBER 


SINCE AMES BALDWIN WYOMING CoO. 


\/[4 PARKERSBURG, W. YA. NORTH EASTON, MASS. 
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FELIX H. LEVY 


The 
Illinois 
Fair 
Trade 
Act 


A Discussion of Price- 
Cutting Control and the 
Recent United States 
Supreme Court Deci- 
sion on this Illinois Leg- 
islation. 


By 


FELIX H. LEVY, Esq.* 


*From an address before the 
Wholesale Dry Goods Institute 
at New York City, on January 
27, 1937. Mr. Levy is a promi- 
nent member of the New York 
Bar, a former Special Assistant 
Attorney General of the United 
States and a foremost author- 
ity of legislation affecting busi- 
ness, particularly as such 
legislation relates to the elimi- 
nation of unfair and uneco- 
nomic price-cutting. 
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r YHE topic which I have been 
asked to discuss before you 
today is the decision of the 

Supreme Court of the United States 

rendered, by unanimous vote, on 

December 7, 1936, whereby the 

Fair Trade Act of Illinois was de- 

clared to be constitutional. 

The Illinois Fair Trade Act pro- 
vides that contracts, effective within 
the State of Illinois, relating to the 
sale or resale of a commodity bear- 
ing a trade-mark or other identify- 
ing mark of its producer or owner, 
and where such commodity is in fair 
and open competition with commo- 
dities of the same general class pro- 
duced by others, shall be lawful, 
where such contracts provide: 


1. That the buyer will not resell 
such commodity except at the price 
stipulated by the vendor. 

2. That the producer or vendee re- 
quire, upon the sale of such commodity 
to another, that the purchaser shall 
agree that he will not, in turn, resell 
except at the price stipulated by the 
producer or vendee. 


Now comes a very important sec- 
tion of the Illinois Law, which de- 
clares that any one who wilfully and 
knowingly advertises, offers for sale 
or sells any commodity at less than 
the price stipulated in any contract 
made in pursuance of the provisions 
of the Act just mentioned, is guilty 
of unfair competition, even though 
such person is not a party to a 
contract such as has been men- 
tioned. 

In plain words, this section means 
that where a manufacturer or a 
wholesaler, operating within a State 
having such a law, makes a con- 
tract with any of his customers 
whereby the resale price of a com- 
modity is agreed upon, then all other 
dealers in that State are bound to 
observe the same resale price, even 
though such dealers have not made 
such contracts, but provided that 
such dealers act wilfully and know- 
ingly in disregarding such resale 
price. 

This is by far the longest advance 
ever made in any legislative attack 
upon price-cutting. 

The Illinois Law exists in sub- 
stantially the same form, in four- 
teen other States. 


After the Illinois Act had been 
declared to be constitutional by the 
Supreme Court of that State, an ap- 
peal was taken. 

In its recent decision, the Su- 
preme Court dealt principally with 
that section of the [Illinois Act 
which, in effect, prohibited dealers 
from price-cutting, even though they 
were not parties to a contract estab- 
lishing a resale price. 

The Court referred to its decision 
in the Dr. Miles case, which de- 
clared to be unlawful, “a system of 
contracts between manufacturers 
and wholesale and retail merchants 
which sought to control the prices 
for sales by all such dealers”; and 
pointed cut that so far as interstate 
commerce was affected, such a prac- 
tice was unlawful under the Sher- 
man Anti-Trust Act. 

I digress to call attention to the 
use of the word “control” by the 
Supreme Court and not the word 
“fixing.” Present time-limits do not 
permit me to expand the importance 
of the distinction thus indicated by 
the Court. It must suffice for the 
present to say that the phrase “price- 
fixing” as used in the literature of 
this subject, is a misnomer and, in 
my opinion, has been fastened by 
the price-cutters upon their op- 
ponents, because the phrase “price- 
fixing” has acquired an unfavorable 
meaning in other fields of discus- 
sion. As the Court has stated, the 
efforts of business men in this field, 
have not been to obtain the right 
of price-fixing—but only the right 
of control of resale prices. I beg 
that you will give this point your 
careful thought in my belief that 
you will approve the distinction thus 
indicated. 

The Court in its recent decision, 
then made most important state- 
ments with regard to the continued 
ownership of a trade-mark, by its 
owner, after the commodity bearing 
such trade-mark had been sold by 
the owner. 

It has always been argued by 
price-cutters that the moment a com- 
modity bearing a trade-mark was 
sold, the owner of the trade-mark 
ceased to have any interest what- 
ever in the trade-mark which it bore. 

(Continued on page 147) 
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Sell this new outboard 


—built and backed by 


BENDIX 


VER been in the Outboard business? Time to get in now—with 

Bendix back of the biggest buy in outboard history! An outboard 
that’s air-cooled—the ‘‘startin’-est’’ outboard ever built, because of 
sensational new giant-spark magneto ignition by Scintilla and Aero- 
type Carburetion by Stromberg! The “'sellin’-est’’ Outboard you ever 
saw, because it fairly bristles with latest aircraft-type features pio- 
neered by Bendix! Sells at $69.50 Battery ignition model at $61.50. 


DEMONSTRATE Right at Your Store! 


No water tank needed! You can start and :un the sensational air- 
cooled Eclipse on any bench or display stand! That's what buyers 
want to see—and what you 
daren’t normally do with out- 
E = L I P S E boards! It makes sales! Try it! 
All-Electric 
Runs from ordinary 


Powertully Advertised 
Pre-sold to the hundreds of 
storage batteries! Per- 
thousands of readers of every 
fect for family summer " : A 
lcnsis nance thediiincs leading outdoor magazine, boys 
—for yacht dinghy magazine and yachting maga- 
service! Absolutely zine, as well as Saturday Eve- 
silent—waterproof— ning Post and Collier’s! Write 
all enclosed—simplest for franchise details today! 
construction imagi- 


nable. Priced to move BENDIX MARINE PRODUCTS 
fast—and don’t COMPANY 

overlook the bat- 
tery sales and 
service it builds 
for youl 


ECLIPSE 


AIR-COOLED 


OUTBOARD MOTOR 

















(Subsidiary of Bendix Aviation 
orporation) 
481 Bendix Drive 
South Bend, Indiana 
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THE 
a] CONE COIL 
_ SAFETY 
SPRING 





By designing the IMPROVED Stillson 
with a new type of spring, three important 
advantages have been accomplished. The 
exposed flat spring that might break and 
slash the user’s hand is gone. The wrench 
is strengthened because there is no longer 
a pin hole through the handle to weaken 
it where the old flat spring attached. The 
new cone coil safety springs, mounted in- 
side the saddle improve the action of the 
wrench in use. 


Special materials, specially treated, make 
the IMPROVED Stillson a sturdy, prac- 
tically unbreakable wrench. The handle 
and jaws are of heat-treated tool steel. 
The frames are of tough, heat-treated al- 
loy. The adjusting nut is heat-treated. For 
convenience in use there is a handy pipe 
gage on the hook-jaw. : 

Because users want this IMPROVED 
Stillson on sight, it is bringing new life to 
many wrench departments. Your jobber 
can supply you. 


THE RIDGE TOOL CO. 


ELYRIA, OHIO, U.S.A. 





LSON USERS AND DEALERS 


Pavitt 
PECIALS ~%,- 
PRING 
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eee garage machine shop — 

practically every industry in 
your community — needs one or more of these 
time-saving, labor-saving tools. A complete line of 
powerful industrial cutting tools, built on the toggle- 
joint and lever principle. In conventional rigid types, 
also with Swivel Head which permits cutting in 
cramped quarters. 

BOLT-CLIPPERS for cutting bolts, rivets, rods, 
wire, from 3%” to 34” —End Cut, Angular Cut or 
Side Cut jaws; special Round-Edge jaws for hard 
steel. CHAIN CUTTERS; capacity, 1%” to 54” soft 
chain; with special tempered jaws, 44” to 14” hard 
chain. NUT SPLITTERS, for removing rusted or 
deformed nuts from bolts of 14” to 34” diameter. 


...and for the Home Workshop 
PORTER 1855 CUTTER 


This tool begins where ordinary cutting pliers leave 
off — cuts bolts in the thread up to 4’; nails, wire 
fence; light rods, all kinds of untempered wire. 
Designed for the handy man who needs a real cut- 
ting tool. Retails at $2. — and almost sells itself to 
men who appreciate businesslike tools. 
REMEMBER —the 
PORTER FORESTER 
is unequalled for brush- 
clearing and heavy prun- 
ing; the PORTER 
POINT-CUT for orchard 
pruning. 


Ask your jobber, or write us for literature 


H. K. PORTER, Inc. 


EVERETT, MASS. 
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TRIPLEX CARRIAGE BOLT 


TRUE SQUAR 


True squared under the 
head, TRIPLEX Carriage 
| Bolts fit snug. Faultless 





| cut or rolled threads, elec- 
tric heat-treated, quenched 


in a special rust-preventa- 


money. 
* 


Send for samples, cata- 


| 

| tive—a lot more for your 
| 

| log and latest price list 
* 


| THE TRIPLEX SCREW CO. 
| 5301 GRANT AVE., CLEVELAND 


IPLEX 


CAPVAND SET SCREWS, BOLTS AND NUTS 
A COMPLETE LINE 





TRIPLEX CAP 





SCREW 
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Tuesday’s general meeting at the 24th annual convention of the Hall Hardware Co. 


Hall Stockholders Heard Fine Reports 
For 1936 At 24th Annual Meeting 


EPORTS presented by officials 
R at the Hall Hardware Com- 
pany’s 24th Annual Stock- 
holders’ Meeting and Convention in- 
dicated that 1936 was one of the 
best and most profitable years in 
the company’s history. The meeting 
was held at the company’s headquar- 
ters in Minneapolis on Feb. 8 to 10 
inclusive, 1937. In earnings, as well 
as in volume of business the year’s 
results were most satisfactory, and 
prospects for further improvement 
during the current year were out- 
lined as encouraging. Although most 
of the members of the dealer-owned 
wholesale hardware firm had already 
placed heavy orders’ specifying 
spring requirements for future deliv- 
ery, the volume of business booked 
by the more than 100 exhibitors who 
had displays in conjunction with the 
meeting was the largest on record. 
Sales, as reported for 1936, showed 
an increase of approximately 12 per 
cent as compared with the preceding 
year. 

Attendance at the meeting ex- 
ceeded that of last year’s by nearly 
one hundred, with a total of 816 
registered, including 335  dealer- 
members; 304 store employees and 
ladies, and 177 manufacturers’ sales- 
men or executives, and_ invited 
guests. Dealers came from Minne- 
sota, Wisconsin, South Dakota, 
North Dakota, Montana and Iowa. 

Each day the exhibition opened 
at 8 a. m., and at 11 o’clock Monday 
morning the first business session 
convened in the company’s own audi- 
torium and was a combined general 
and “get-together” meeting. Amos 
Marckel, Perham, Minn., one of the 
few surviving of the 22 organizers of 
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the company, its incumbent vice- 
president and president of the Hall 
Building Co., called the session to 
order, welcomed those present, and 
introduced S. P. Duffy, general man- 
ager and secretary-treasurer, who in 
turn introduced the company’s new 
president, Sam E. Hunt, Hunt 
Brothers Co., Red Lake Falls, Minn. 
President Hunt, in a brief address, 
paid tribute to the firm’s founders, 
outlined the growth and development 
of the company, expressed regret at 
the illness of Charles F. Ladner. 
chairman of the board, and one of 
the company’s organizers who has 
since passed away, and extended 
good wishes to George E. Hall, an- 


other of the firm’s organizers, who 
recently retired after serving the 
company for many years as its presi- 
dent. Mr. Hunt urged members to 
make greater use of the company’s 
Better Business Dept., and outlined 
the program for the balance of the 
meeting. 

Mr. Duffy provided further par- 
ticulars on the group meetings 
scheduled to follow, and after stat- 
ing that he had been requested by 
the Board to do so, he gave a short 
and interesting résumé of his work 
during the 22 years he has been as- 
sociated with the company. This 
affiliation began when Mr. Duffy, 

(Continued on page 166) 





OFFICERS AND DIRECTORS OF THE HALL HARDWARE CoO. 


Standing, left to right: H. J. Bekke; D. H. Connolly; E. P. Babcock; S. P. 
Duffy, general manager; J. A. Monson; G. A. Jeffery, and H. P. Nickles. Seated, 
left to right: S. E. Hunt, president; Mary Casey, and Amos Marckel. 
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_. BERNARD 
MECHANICAL HAND 


BERNARD BERNARD 
wry | Whadtalcoue 
X HAND “4 N HAND 


\, BERNARD 


\ MECHANICAL 





This is it... 


4 PLIER 
SELLING UNIT 


Designed to sell—to make SALES HARD- 
WARE of this remarkable plier tool. And 
that’s just what this selling display is doing— 
making four times as many sales for those 
dealers who have them on their counters. 


BERNARD 


MECHANICAL HAND 


PLIERS 


are described by many dealers as “The Best pliers on 
earth.” They are a quality plier in demand by farmers 
and factories, mechanics and craftsmen, home me- 
chanics and garage men—tool users and lovers of 
good tools—everywhere. You show them and they’ll 
buy them. 

There is an extra discount for you too, by buying this 
No. 102 in the 4 plier selling unit. Order them right 
now from your jobber. If he can’t supply you we will. 
Get our complete catalogue. 


See our advertisement on page 32 in the 
Hardware Age Directory Number 


THE WM. SCHOLLHORN CO. 


416 CHAPEL ST., NEW HAVEN, CONN. 


We also make the famous “Lodi” Revolving Head 
Belt Punch that sells so well. Ask us about it. 
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BIG MONEY 


WITH A 


SPEED CZ)LITE 


SANDING MACHINE 


BIG PROFIT OPPORTUNITY 


for YOU. Thousands of Dealers, 
after trying and discarding other 
makes of sanders, are now multi- 
plying their PROFITS with a 
SPEED-O-LITE. Many write, “It’s 
the best paying item in my store. 
Wish I had a few more that were 
so profitable.” ACTUAL SALES 
RECORDS PROVE IT. 
$1,557.67 in 13 mos. 
St. Paul, Minn. 
$910.00 in 12 mos. 
Kankakee, Iil. 
$400.00 in 6 mos. 
Harrisburg, Pa. 
$360.00 in 4 mos. . 
Red Bank, N. J. 4A 


YOU CAN DO AS WELL 


You Can’t Fail to make BIG MONEY 

with our FREE MERCHANDISING 1 YEAR 
PLAN. With a Speed-O-Lite dis- 
played on Your Floor, backed by our 
sure-fire FREE Advertising material, 
you will multiply your profits in 
rentals and increase your sales of 
floor finishing materials. 

The Speed-O-Lite is the Fastest Cutting, Cleanest Op- 
erating sander on the market. Rents on Sight—High 
Speed—Light Weight—weighs only 80 lbs. No experi- 
ence required to run it. Works right up to the base- 
board—picks up all dirt and dust, leaves a ballroom 
finish on every floor. Plugs into any convenient elec- 
trical outlet. Get the facts. Try it for 5 Days FREE 
at Our Expense. 











NO DIRT 
NO DUST 
NO MUSS 


INCLUDING 


MOTOR 


z 

1s LINCOLN-SCHLUETER FLOOR MACHINERY CO. 
§ 212 W. Grand Avenue, Chicago, Ill. 31137 

. Send full details on your 5-DAY FREE TRIAL SPEED-O-LITE OFFER. 
g Also complete information on your MERCHANDISE PLAN for Dealers. 
I AI ancients 

& ADDRESS és sadlag sean peasisavcahccdisnacenpiacessiNtehoaics ieastons 

a CITY Sanam sc casitsigniian WE sicssdecersancarcchcige 
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Marshall-Wells Associates 
Had Good Meeting At Billings 


ARSHALL-WELLS Asso- 
M ciates held a very success- 

ful congress in Billings, 
Mont., Feb. 8-10, with an attendance 
considerably larger than the same 
meeting in 1936. Merchandising 
methods and Marshall-Wells plans 
for 1937 were the main themes of 
the three-day congress. 

Sounding the keynote of the con- 
gress, Seth Marshall, president, 
Marshall-Wells Co., Duluth, Minn., 
wholesale hardware distributors, out- 
lined general business conditions, 
the company’s gains during the past 
year, touched upon legislation af- 
fecting the hardware trade and out- 
lined plans for Marshall-Wells 
Associates during 1937. Mr. Mar- 





F, H. COOK 
Manager, Associate Division 


shall said in part, “We believe we 
are in the beginning of a period of 
inflation and that before we are 
through with this period, prices on 
the whole will probably double from 
where they were a year ago; but 
whether this period will cover three 
years ox ten years is another ques- 
tion.” Prophesying a bright future, 
Mr. Marshall, held that competition 
of today won’t let dealers order a 
big stock of merchandise and then 
sit down to wait for the business to 
come. Instead a dealer must com- 
pletely plan his merchandise sched- 
ule as his most aggressive competi- 
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tors do, offering his customers the 
kind of merchandise they want, 
“when they want it, and at prices 
they are willing to pay.” 

President Marshall also said, 
“We have recommended a cash con- 
tract business. We believe the 





SETH MARSHALL 


President 


average consumer will not pay a 
premium for open line credit ser- 
vice, and if they won’t you can’t 
afford to give it and meet competi- 
tion. In 1928 only 25 per cent of 
the merchandise carried in hardware 
stores was displayed, and most of 
this merchandise was not even 
priced in plain figures.” He urged 
dealers to have a store rearrange- 
ment that permitted display of all 
merchandise, pricing merchandise in 
plain figures, having periodic stock 
checking and to concentrate pur- 
chases. 

The Robinson-Patman bill, said 
Mr. Marshall, is here to stay and 
unless the bill “is greatly modified 
you are going to see many changes 
in the present methods of pricing. 
The provisions of the Robinson- 
Patman bill enable one to meet com- 
petition it is true, but you can’t 


meet competition and discriminate 
at the same time.” 

O. E. Stevens, general manager, 
Billings, Mont., branch of Marshall- 
Wells Co., said, “In studying the 
retail distribution in different states, 
there is one very significant thing 
about Montana and northern Wy- 
oming, and that is there is a bigger 
percentage of the hardware business 
going to the independent hardware 
merchant than in almost any other 
state. Nearly all our Associates had 
a good year last year. Sales were 
up and profits better—due to better 
business conditions and a_ better 
merchandising job.” Telling about 
the preparation of the Associate 





- 


0. E. STEVENS 
Manager, Billings Branch 


Catalog he declared, “Your store 
should be properly laid out, regard- 
less of whether or not you have a 
basic stock plan, so that you can 
check your stock and order your 
merchandise in much less time than 
it takes now. One thing that your 
customers expect is an attractive 
store, with merchandise well dis- 
played. The public likes a winner, 
and if you change your store around 
and bring it up to date, they feel 
that you are a successful hardware 
merchant. This will go a long way 
toward building up your status in 
your community and keeping the 
(Continued on page 170) 
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OUT OF A CLEAR SKY! 


© peeerapeiias LETTERS of com- 
mendation which drop into one’s lap 


from the sky are rare, indeed. 


We are often told of the superiority of 
Clover Color-Stripe Coated Abrasives, but 
when the quality of a product is so out- 
standing that a consumer will take the 
trouble to sit down and write you a letter 
about it—that is some- 


thing to be proud of! 


The above letter 


came to us unsolicited. 


CLOVER MFG. CO. 


Norwalk, Conn. 








MR. DEALER: 


Never Crees that you can safely recommend any roofing—IF its 
surface (that is, its outer protective coating) is composed of 
STA-SO; a surfacing material of hard, crushed, everlasting 
Vermont slate widely used by leading manufacturers to com- 
pletely seal and permanently protect their make of roofing 
against age, weather, sun and fire. STA-SO is non- fading; 
non-porous; wear-defying. STA-SO, as you see it on roof- 


ing, shows no brand name 
NO ROOFING IS BETTER THAN or Jabel. Always make sure 
ITS SURFACE 


that any roofing you carry, 
or order, has this complete 
protection of STA-SO sur- 
facing. Write for the facts. 


CENTRAL COMMERCIAL CO. 


Ata CHICAGO 


YOU CAN ALWAYS SAFELY RECOMMEND 
ANY ROOFING SURFACED WITH 


* STA-SO“5@ ° 
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Why You Should 
Sell This Fine 
Glass 


Merchandise that assures | 
For you of a quick turnover 


WINDOWS. FRENCH and consistent repeat or- 


ders, is the result of a con- 
DOORS, AUTOMOBILE sumer demand. And this 
REPLACEMENTS, 


demand — a ——— 
business for you. Suc 
a merchandise is CLEAR- 
: LITE Glass, and in the 
MIRRORS, ETC. past six months it has be- 
come the fastest selling 
flat glass on the market. 
CLEARLITE is all the 
name implies in flat glass— 
clear vision, beautiful lus- 
tre and dependable qual- 
ity. Investigate CLEAR- 
LITE, then join the parade 
of successful CLEARLITE 
Dealers. e 


FOURCO GLASS COMPANY \@ae 


GENERAL OFFICES, CLARKSBURG, W. VA. 
Branch Sales Offices: New York, Chicago, Ft. Smith, Ark. 


Ask Your Jobber 
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J. T. McCULLOUGH 


New President 





H. W. SHEELER 
Retiring President 





W. GLENN PEARCE 
Secretary 
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PASHA Again Attracts 
Large Attendance 


NE of the best attended con- 

ventions held by the Penn- 

sylvania and Atlantic Sea- 
board Hardware Association 
concluded Friday, February 26 after 
four days’ deliberations. The exhi- 
bition was largely attended and the 
displays were of a high order. The 
convention recognized, in its resolu- 
tions, the right of employees to 
unionize, but questioned any good 
reason for such action by retail 
hardware employees. Free discus- 
sion with employees was suggested 
where, as and if such problems 
arise. While conceding the right 
of any group to engage in business 
as they see fit, opposition was reg- 
istered to consumer cooperatives 
when taxpayers’ money is used for 
the establishment of tax-free compe- 
tition against them. The conven- 
tion also opposed the Pennsylvania 
House Bill No. 621, now in com- 
mittee on State Boards, to require 
the licensing and technical examina- 
tion, including moral qualification 
of contracting painters, decorators 
and paperhangers, and imposing li- 
cense on persons so engaged; similar 
opposition was voiced to Bill H-56, 
now in committee of labor for a 35- 
hour week for any employee and 
every employer. Other resolutions 
dealt with the placing back on the 
list of items eligible for F.H.A. 
financing, such items as gas ranges, 
washers, ironers and refrigerators; 
protesting the practice of employers 
buying for employees and _ retail 
selling by wholesalers. 

The opening session of the con- 
vention was held on Monday eve- 
ning, when Billy B. Van gave his 
talk, “Cut the Pie in Seven Pieces.” 
The grand ball room of the Hotel 
William Penn, where the convention 
was held, was filled to capacity. 
President W. H. Sheeler, Red Lion, 
Pa., in his address Tuesday morning 
stated that the association had en- 
joyed one of its best years since 1930 
and that the exhibition is the largest 
hardware exhibit in America. He 
reviewed the various services of the 


association and expressed apprecia- 
tion for the support of the manu- 
facturers and jobbers in making the 
show such a success. 

E. St. Elmo Lewis, business coun- 
sellor, Detroit, Mich., told of the 
growth and operation of consumers’ 
cooperatives in European countries 
and their development in America. 
He warned that the co-ops could not 
be ignored as “peanut” business. 
They have now 105,000,000 mem- 
bers in 43 countries and have started 
from small beginnings, the Roche- 
dale group in England having been 
so small at their start that it took 
them 14 months to get together 
$140. Mr. Lewis urged his hearers 
to do something about this problem 
before being forced to. He quoted 
Saunders Norvell in saying that the 
great fault with the independent 
dealer is his independence. 

While the speaker held that co- 
ops will not drive private traders 
out of business, he cautioned against 
underestimating them, calling atten- 
tion to the fact that Wisconsin is 
making it necessary by law to teach 
the principles of the co-operatives 
in schools and that Detroit has 27 
study clubs for education along the 
same line, each club being composed 
of from 15 to 50 people. 

The address of V. E. Vining, 
director of sales, Westinghouse Elec- 
tric and Manufacturing Co., Mans- 
field, Ohio, was full of interesting 
facts about selling electric irons of 
the better grade. His demonstra- 
tions included a wind-up of cooking 
bacon and egg on the top of the 
iron of cheap grade and then toast- 
ing bread by passing the hot iron 
over the end of a cut loaf, finally 
dipping the iron in coffee to heat it. 
This amusing and dramatic demon- 
stration gave many dealers a new 
idea on bringing out the good points 
of a superior iron and the disad- 
vantages of the competitive price 
iron. 

Wednesday was clerk’s day at the 
show and many dealers closed shop 

(Continued on page 155) 
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“HOW DO 


YOU KNOW THAT 
COLSON BICYCLES HAVE 
UNUSUAL STRENGTH ?2 


UYERS of Colson bicycles should know how 
B the strength of our bicycles is tested in a 
most gruelling way. ® First, we select stock 
models of Colson and competitive makes—exactly 
the same machines you would get from the 
makers. @ Adult riders ride these bicycles over 
railroad ties placed so that there is a six inch 
drop between the ties. If a bicycle can endure 
such punishment for eight continuous hours this 
test is continued for three days—or until the 
bicycle breaks down. Riders have to work in 
relays, since human beings cannot stand the 
pace. @ Those bicycles that pass the first test 
are then ridden for two more solid days over the 
railroad ties but with the drop between the ties 
increased to 12 inches. Many bicycles fall apart 
long before the second test is over. @ I believe 
you will agree that this is punishment no bicycle 
ever receives in use—and that any bicycle 
which can pass such a test must have unusual 
strength. @ Every 1937 Colson bicycle tested in 
this fashion has come through with flying colors 
at the end of five tortuous days, proving its 
stamina and strength. ¢ We submit this as 


evidence of the strength of Colson construction. 


THE COLSON CORPORATION vy, 


President and General Manager 
BEAUTY WITH STRENGTH... The 1937 Colson 


bicycle Catalog is ready. It describes the strongest, 
most attractive bicycles Colson has ever produced. 
You will find your copy a real sales builder. Write 
for one if it has not yet reached you. 


THE COLSON CORPORATION 
3708 Cedar Street * Elyria, Ohio 
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Better Than Ordinary Value 
Good Profit - Pleased Customer 







Gacte No. 3525 Night Latch will give 
your customer extra value, please him on 
price, and assure a profitable sale. 







Secure, handsome, and stronger than or- 
dinary—because Drawn Steel is stronger 
than cast iron. 







Strike and Case are beautifully japanned 
wrought steel. The five-pin-tumbler-cyl- 
inder is furnished with three embossed 
bow, milled, German silver keys. 







Strengthen your stock with this salable 
lock. 











Exposed face of the Cylinder - 
is depressed in the ring 


* 
The Eagle Quality Line 


Night Latches Store Door Sets Wood Screws 















Trunk Locks Padlocks Stove Bolts 
Front Door Sets Cabinet Locks Machine Screws 
——— 

























CneTa ales 


26 Warren Street-- New York 


Branch Offices: 
521 Commerce St., 179 N. Franklin St., 114 Bedford St. 
Philadelphia, Pa. Chicago, Ill. Boston, Mass. 
Works at Terryville, Conn. 


EAGLE IOCK CO, 











ETTER merchandising, fair- 

trade legislation and coopera- 

tion between manufacturers, 
wholesalers and retailers were the 
principal themes of the 43rd annual 
convention of the Ohio - Hardware 
Association held at the Deshler-Wal- 
lick Hotel, Columbus, Feb. 16 to 19, 
inclusive. The exhibition was held 
at the Columbus Auditorium. More 
than 1250 hardware dealers and re- 
tail sales clerks registered during 
the convention. 

Harold F. Stotzer, Archbold, pres- 
ident of the association, announced 
that for the third consecutive year 
the association had shown an in- 
crease in membership and compli- 
mented John B. Conklin, Columbus. 
secretary-treasurer, on his activities 
during the past year. Mr. Conklin 
read the memorial naming the mem- 
bers of the association who passed 
away since the 1936 convention and 
later read the association’s financial 
report for 1936. 

George M. Gray, Coshocton, secre- 
tary of insurance, read the thirty- 
fifth annual report of the Ohio 
Hardware Mutual Insurance Co., Co- 
shocton, which showed that the past 
year had been a very good one for 
the company. Forty-five stores which 
had passed their twenty-fifth year as 
members of the association were 
made members of the Twenty-Five 
Year Club, presentations being made 
by Mr. Gray. Greetings from the 
city of Columbus were expressed by 
the Hon. Myron B. Gessaman, mayor 
of the city. J. C. Fuhr, Williams- 
burg, veteran hardwareman and a 
member of the HARDWARE AGE 
FIFTY YEAR CLUB delivered the 
invocation. ’ 

George V. Sheridan, Columbus, 
executive director, Ohio Council of 
Retail Merchants pointed out that 
regulations sponsored by different 
industries while frequently a protec- 
tion to those particular groups were 
not necessarily beneficial to other 
industries. Mr. Sheridan called at- 
tention to legislation that has been 
proposed in Ohio which would re- 
quire the licensing of men who in- 
stall major appliances in homes and 
would have a state board pass on 
electrical appliances made in the 
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Ohio Dealers Discuss Fair Trade, 
State Sales Tax and Merchandising 


























J. W. BONIFIELD 


New President 





H. F. STOTZER 
Retiring President 





JOHN B. CONKLIN 
Sec.-Treas. 
















state. He commented on the fact 
that while the state sales tax is not 
“a pretty thing or an easy thing” to 
handle, it must be passed on to the 
consumer. Mr. Sheridan said that 
the “fun is going to start in about 
two years from now,” on the unem- 
ployment insurance section of the 
Social Security Act, when a dealer 
has to keep track of whether a for- 
mer employee was dismissed or 
quit of his own will. 

J. W. Bonifield, Zanesville, vice- 
president of the association, presided 
at the Tuesday evening session, at 
which Ray T. O’Brien, The Geo. 
Worthington Co., Cleveland, Ohio, 
wholesale hardware distributors 
spoke on, “Merchandising Display 
Tables.” Mr. O’Brien exhibited a 
display table, with step-up display of 
electrical supplies and using a simi- 
lar table, with the glass dividers re- 
moved, made a display of enamel- 
ware. Emphasizing the importance 
of tables he said that the best dis- 
play is the most simple display. Im- 
portant factors in preparing a proper 
display are, he declared; cleanliness, 
neatness, placing related items in the 
same display, having prices clearly 
marked and having color harmony in 
items shown. Mr. O’Brien urged 
dealers to tie in their table displays 
with the merchandise being shown 
in the windows and said that mass 
display has succeeded more than 
other types. 

“You can’t give credit. I can’t 
give credit. It is the buyer who 
gives credit and the merchant gives 
goods for the buyer’s credit,” said 
W. B. White, credit manager, Smith 
Bros. Hardware Co., Columbus, 
wholesale hardware distributors, in 
his address, “Turning the Sale Into 
Cash.” Dealers must take a man’s 
character and ability to pay as a 
basis for accepting his credit, see- 
ing that the customer fully under- 
stands the terms and keeping an ac- 
curate record of such transactions, 
he held. The right time to send out 
statements is when men in your com- 
munity are paid, he stated. 

A. E. Herrnstein, Chillicothe, 
N.R.H.A. director, made a few re- 
marks at the Wednesday meeting, 

(Continued on page 144) 
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ON A STOCK COST ? 





6 - 4-oz. Bottles New O-Cedar 
NO RUBBING CREAM 
POLISH 
25c Retail Price, $1.50 


This Special 


O-@dar ASSORTMENT NO. 760 


Consists of 


DEALER’S DEALER 
LIST SELLS 


1 Dos. 12-28, Original O-Codar $6.00 $6.00 
2 Polish (Reteilnicr25cccez) 6.00 6.00 
Me Coun (Hetailsier 25ecech)” FREE 1.50 

$12.00 $13.50 


Dealer’s Regular Discount 33 5% 4.00 


$8.00 


Extra Discount for Full Cases 5% 40 


Dealer Pays $7.60 7.60 
DEALER’S MARGIN $590 


The Old Reliable and the New Sensation! 











This assortment offers the furniture and floor polish that has 
been the first choice of housewives the world over for 30 
years and the new O-Cedar ‘'No Rubbing’’ Cream 
Polish that requires no rubbing to produce a beautiful lustre. 


Assortment complete packed in one 
carton—shipping weight 44 pounds. 


ASK YOUR JOBBER’S SALESMAN! 


(@dar est wal 
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NATIONAL 


4 


SCREEN FEATURES 


Features 5&6 


Steel Runners 


and Angle Steel 
Center Bars. 


Gheir &xtra Features 
make Cxtra RY LIA 


Natrona Window Screens slide 
smoothly on Steel Runners. Angle Steel 
Center Bars make them absolutely fly-proof. 
These and other special features of National 
Screens do a big selling job for you. Customers 
are quick to recognize that such extra features 
represent superior quality and workmanship. 
Furthermore, National Screen products sell 
on price as well as appearance. Send today 
for our new 1937 catalog and price list. 


ASK YOUR JOBBER— Your jobber can tell 
you about the complete line of National Screen 
Doors, Window Screens and Ventilators. They 
are made in a wide variety of styles and at 
prices to please your customers and keep them 
pleased. He can give you quick deliveries. 


SEND FOR THIS CATALOG 


NATIONAL SCREEN CO., Suffolk, Va. 

Please send us a copy of your 1937 catalog showing 
the complete line of National Screen Doors, Window 
Screens and Ventilators. 
eee: -............... 
Address... ‘ 
City. ; ; State 

New York Office: 11 Park Place 

Southern Selling Agents 

SAND & HULFISH, Baltimore 





















SCREEN Co. 








VIRGINIA 
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OME five hundred Southern 
S California Hardware retailers 

met in annual convention at 
the Hotel Ambassador in Los An- 
geles, Cal., on Feb. 23, 24 and 25. 
They came not so much to listen to 
the excellent program prepared for 
them as they did to buy merchan- 
dise. Much more concern was evi- 
denced over deliveries, when and 
how much prices would advance, 
and in the new items on display, 
than in the scheduled addresses. 

Credit for the best convention 
ever staged goes to the association’s 
secretary-treasurer, Joseph V. Guil- 
foyle, whose efforts in making con- 
vention arrangements during the 
past eight months assured the suc- 
cess of the undertaking. 

Officers elected for the coming 
year were: President, M. D. Ham- 
mersley, Puente; first vice-president, 
Paul H. Rompage, Hollywood; 
second vice-president, H. L. John- 
son, Orange; secrctary-treasurer, J. 
V. Guilfoyle, Los Angeles. Direc- 
tors will shortly be elected by mailed 
ballots. 

An impassioned plea for the con- 
sideration of the aims of The 
American Institute of Fair Competi- 
tion, Inc., was made by D. W. North- 
rop, president, Henry G. Thompson 
& Son Co., New Haven, Conn. He 
declared that the chains and mail 
order houses only sell some five per- 
cent of all the hack saws, yet they 
are able to buy them at jobber’s 
prices. Concerted action by retail- 
ers, he asserted, can compel manu- 
facturers to come out in the open 
to show who is selling the mail order 
houses and the chains, and he said 
the label of the Institute is real 
protection to any retailer. 

The entire program of the con- 
vention was built around the “How” 
angle. “How the Patman-Robinson 
Act may affect and aid us”; “How 
should we cooperate”; “How to sell 
more merchandise”; “How our com- 
petition plans and performs”; “How 
will 1937 treat us”; “How to man- 
age a business to make money” and 
so on. 

Highlights of these talks were: 
PAUL H. ROMPAGE, Hollywood. 


—If we have attractive windows 
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Southern California Dealers 
Were In Buying Mood 
























M. D. HAMMERSLEY 
New President 





R. H. WESTBROOK 
Retiring President 





J. V. GUILFOYLE 
Sec.-Treas. 















people will stop, but if we have 
these attractive windows and price 
tickets, people will come in the store. 
Take your mark-down losses, early, 
heavy and often. The first losses 
are the cheapest. Create interest in 
the store by adding lines the trade 
will buy which are not carried in 
other stores in the neighborhood. 
Buy from the customer’s angle, not 
from one’s own preference. 

L. C. DABAREINER, Pasadena. 
—Plan your store policy, plan your 
stock, then work your plan. Analyze 
your neighborhood for their wants. 
See what places need painting, new 
locks, new hardware, new  ap- 
pliances, new everything a hardware 
store carries. Plan your business 
at least six months in advance from 
the buying of merchandise to the 
selling. Without definite planning 
a hardware man can not compete 
with the highly organized competi- 
tion. 

H. I. JOHNSON, Orange.—Speak- 
ing from the attitude of a former 
certified public accountant and now 
as a retail hardware man, any one 
hoping to do a profitable business 
must operate a simple yet adequate 
record keeping system. Through 
this, one will know how and when 
to advertise and how much money 
to spend; what lines are profitable 
and why; what articles are sold at 
a loss; what the buying quota should 
be and even what each store sales- 
man costs and what he produces. 

SHANNON CRANDALL, presi- 
dent, of the National Wholesale 
Hardware Assn., praised the meth- 
ods being used in Southern Cali- 
fornia in settling complaints 
between the retailers and the whole- 
salers. This system, he pointed out. 
was developed by Mr. Guilfoyle, and 
was eminently fair in its findings. 
Best results are not obtained by 
belligerent methods, the speaker 
said, but by real cooperative meth- 
ods of talking things over. 

It is customary at this associa- 
tion’s conventions to have the first 
vice-president act as presiding of- 
ficer. Illness kept M. D. Hammer- 
sley, Puente, from attending, so all 
meetings were conducted by second 


(Continued on page 170) 
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The 
ALASKA 








The 






TRIPLE-VAC 





-THE FREEZERS 
THATS Themselves! 


@ Dealers this season will find it profitable to feature a 
complete assortment of Alaska Line Freezers. Alaska 
offers a different type freezer in every price range—a 
feature your customers will appreciate. From the Alaska, 
the only 4-minute freezer with the famous Open-Spoon 
dasher, to the inexpensive all-metal Klondike freezer, you 
will find every one a real “best-seller.” 


@ Don’t forget, too, that only Alaska offers the new 
Triple-Vac, the modern all-enclosed freezer with vacuum 
tub. Place your orders now and secure the free display 
material that will tie-in your store to the extensive 
national campaign now going on! 


WRITE FOR COMPLETE CATALOG AND PRICES 


ALASKA 


FREEZER Co.Jnc. WINCHENDON MASS. 














MARCH 11, 1937 


TENSO 


HALTER CHAINS 











TENSO DOG & HALTER CHAINS 

2-O TENSO WELL & SWING CHAIN, 250 FT. CARTON 
TENSO TIE-OUT OR PICKET CHAINS 

ACCO GENERAL PURPOSE CHAINS 

EL-WEL-TRA TRACE CHAINS 

ACCO COTTER PINS 

ELWEL COIL & MACHINE CHAINS 

NO. 45 ELWEL HEEL CHAINS 

WEED BULL FARM TRACTOR CHAINS 


OOOOOO0O0O0 





e 
Chains 
' OR § 

— , te order now 


| [_] TENSO TIE-OUT OR PICKET CHAIN 
I [_] TENSO PORCH SWING CHAINS 
[_] 2-0 TENSO WELL & SWING CHAIN, 250-FT. CARTON 
| [_] Acco ANTI COw KICKERS 
i [_] ACCO NO. 8 SASH CHAINS 
[_] TENSO DOG & HALTER CHAIN 
| [_] EL-WEL-TRA TRACE CHAINS 
[_] WEED BULL FARM TRACTOR CHAINS 


TEAR OUT THIS AD AND PUT IT IN YOUR WANT BOOK— 


AMERICAN CHAIN DIVISION 
AMERICAN CHAIN & CABLE 


COMPANY, Inc. 
BRIDGEPORT, CONNECTICUT 
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W. L. PENICK 
New President 





JOHN W. YOWELL 


Retiring President 





R. A. FRAYSER 
Sec.-Treas. 
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Virginia Dealers Shown 
“How’ and “What” 


EETING to learn better 
M methods of retailing, the 

18th annual convention of 
the Virginia Retail Hardware Asso- 
ciation, in the John Marshall Hotel, 
Richmond, Va., Feb. 16 and 17, was 
the best attended congress, and one 
in which more interest was shown 
than in any convention of recent 
years. John W. Yowell, president, 
presided and opened the Tuesday 
morning session at which all the 
wholesaler and manufacturer repre- 
sentatives were invited to come for- 
ward to be introduced. This was 
followed by Mr. Yowell’s report and 
the report of Robin A. Frayser, sec- 
retary-treasurer. 

C. E. Hudson, divisional merchan- 
dising manager of Thalheimers De- 
partment Store, spoke on “How to 
Sell More Hardware.” Mr. Hudson 
stressed merchandising your store 
and salesmen with personality; mak- 
ing customers want to deal with you; 
making them feel at home, and mak- 
ing it easy for the customer to see 
and select merchandise. His discus- 
sion included the merchandising of 
an article through display, sugges- 
tion, and unifying stocks so as to 
save time when serving a customer. 
He pointed out that chains had 
adopted this practice which resulted 
in increased efficiency when serving 
customers. : 

J. R. Abernathy, secretary-man- 
ager, Richmond Association of 
Credit Men, followed with a discus- 
sion of “Relations Towards Your 
Suppliers.” He told what it meant 
to discount your bills; how neces- 
sary it was to keep your credit good. 
Mr. Abernathy stated that those who 
took care of their bills were the ones 
who got the best prices on merchan- 
dise. He also stressed the impor- 
tance of keeping accounts in the 
hands of a few rather than in a 
quantity. 

The afternoon session was opened 
with a talk by A. D. Starling of Dan- 
ville on “What to Expect from an 
Employee Besides Selling,” in which 
he brought out the out-standing 
things that help build a business. 
Some of his pointers were to teach 
employees to refer to your stores as 


“our,” “we,” or “us;” how to look 
after stocks; displays, the em- 
ployees’ welfare and many other 
things that are important in building 
an organization. 

George C. Robinson, secretary of 
the Retail Merchants Association 
then discussed “How to Handle 
Your Credit Customers.” He stressed 
the importance of getting all the 
credit information possible before 
entering the customer on the books. 
He stated that when a customer 
opens an account, it is important 
for him to sign an application blank, 
stating the terms. In accepting ref- 
erences it is necessary to investigate 
them either through a local credit 
bureau or through the local bank 
and also through other businesses 
where the customer may have estab- 
lished accounts. 

Herbert P. Sheets, managing di- 
rector, National Retail Hardware 
Association, took for his subject, 
“National Legislature As It Applies 
to the Hardware Man.” He answered 
many questions pertaining to the 
Robinson-Patman Act. His discus- 
sion included other bills affecting 
the hardware dealers and he recom- 
mended certain legislation for their 
support. B. F. Tillar, Emporia, then 
conducted the Question Box. 

On Wednesday morning, W. N. 
Neff, hardware merchant, associa- 
tion past-president, and _ legislator, 
spoke on the effects of state legisla- 
tion on hardware men. Mr. Neff 
asked for the favorable considera- 
tion of the old age assistance bill 
which may be presented to the gen- 
eral assembly in 1938 for a second 
time. He praised the state’s new 
unemployment compensation law 
and said it would “provide a cushion 
for unemployment,” and reduce ex- 
penditure for relief. Mr. Neff also 
urged the dealers to take a more 
active part in the affairs of their 
communities for if they didn’t, both 
the dealers’ and the state’s interest 
would suffer and remain in the 
hands of professional politicians. He 
stated that although at one time, 
the average business man felt that 
law-making should be left to lawyers 

(Continued on page 146) 
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Feature the Camp Stoves 


that SELL FASTEST 
and make quickest, biggest profits for YOU 


No. 1111 
One Burner 


This one-burner stove is 
ideal for hikers, picnics, 
beach parties when 
large cooking surface is 
not needed. Folded it is 
only 10 x 10 x 4% 
inches. The No. 1111 
has the same sturdy con- 
struction as the larger 
Turner models. It is 
the first one-burner 
stove made in America. 


















Turner Camp Stoves are so outstanding in style, 
features and performance that they are by far 
the easiest to sell. You really have something 
to talk about in this modern merchandise—some- 
thing exclusive, something that makes people buy. 


Only Turner Camp Stoves have Individual Flame 
Control, an exclusive Turner development that 
permits individual regulation of each burner, 
same as on a gas or electric range. The minute 
a prospect sees this feature, it’s a sale every time. 


The rich finishes, the sturdy construction, the 
obvious in-built quality of Turner Camp Stoves 


establish their leadership—yet they cost no more. 
No. 1211 Two Burner 


Write for literature and prices today. Sell the Roth burners light instantly and inde- 
quick-turnover line—Turner. pendently. Generator tip on the burn- 
ers automatically cleaned each time 

the valve is closed. Electric welded 

¢ JHE TURNER BrAssWork§ ) steel grate is strong, light and will 
not warp. Size with cabinet closed 


400 Park Ave., Sycamore, m. about 1934 x 10% x 5 inches. 




















savers | 


makers, SPIES — ois R-H-C Metal Display Fixture 
Bat ne Catalog. Shows hundreds of 
—_— aoner ST Sion: OT : 
bustin’ _atio® 


store display fixtures... 






Refer to the new R.H.C. Metal 
Display Fixture Catalog— 







pages full of ideas .. contain- 
ing detailed illustrations of 
R.H.C. Displays in prac- 


tical use. 


[if you haven’t already 
received your copy of 
this handy book, write for it without 
delay — so that you may be sure of 


receiving it promptly! 


REFLECTOR HARDWARE 


etst! y 





7 
YOUR FIXTURE@N 


UNDER. ONE COVER! CORPORATION 
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North Dakota Assn. Protests 
Retail Selling by Wholesalers 


CHALLENGE to wholesale 
A hardware distributors that 

they must stop retail sales or 
home town hardware merchants will 
face the “necessity of seeking new 
sources” was delivered by members 
of the North Dakota Retail Hard- 
ware Association meeting at Minot, 
N. D., for their annual convention 
on Feb. 16, 17 and 18. Wholesale 
firms’ cutting in on retail trade 
promotes “suspicion and distrust,” 
said the dealers in a_ resolution. 
Throughout the convention, the talks 
stressed the necessity of small town 
dealers adopting the efficiency of 
big town business firms. Syndicate 
outlets were repeatedly cited as an 
example of successful merchandis- 
ing. 

William J. Gust, St. Thomas, N. 
D., was elected new president of 
the North Dakota association, suc- 
ceeding A. F. Hoff, Wishek, N. D. 
Mr. Gust has been a director of the 
association since 1928. Other of- 
ficers elected were: George Boley, 
Carrington, first vice-president; 
Peter Fugelso, Minot, re-elected sec- 
ond vice-president; Louise Thomp- 
son, Grand Forks, re-elected secre- 
tary-treasurer. Directors are: H. W. 
Meddaugh, Westhope; A. F. Hoff, 
Wishek; O. S. Hilmen, Berwick; M. 
A. Halverson, Lisbon; Dupont 
Bjelde, Mayville; Loren Elenbaum, 
Langdon. 

The 1938 convention city will be 
selected by the board of directors at 
a summer meeting. 

Outstanding among official acts of 
the convention delegates was the 
passage of the resolution calling for 
an end of retail selling by whole- 
salers. 

The convention opened with a 
message delivered by President Hoff 
who urged association members to 
pledge voluntary cooperation to 
each other. “We must help our- 
selves,” said Mr. Hoff, “because 
legislation is going to give us very 
little help. My advice is—‘Never 
ask any help from a politician.’ ” 

He attributed decreased sales in 
recent years to these five factors: 
l. The greatest depression of all 
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WM. J. GUST 


New President 


time. 2. Crop failures. 3. Lack of 
faith and confidence. 4. Lack of 
merchandising knowledge and ef- 
ficiency on the part of dealers. 5. 
New outlets of hardware merchan- 
dise through unethical channels. 

That the association is keeping 
its feet on solid financial ground 
was indicated by the president’s 
report. 

Rivers Peterson, editor, Hardware 
Retailer, Indianapolis, Ind., outlined 
“five essential points in merchan- 
dising” in his talk} “What Are the 
Facts About Merchandising?” Good 
hardware merchandising, he said, 
requires intelligent buying, correct 
pricing, sales planning, aggressive 
sales promotion and effective equip- 


ment and sales. “Merchandising 
isn’t just storekeeping,” he em- 
phasized. 


Charles T. Clement, Fargo, N. D., 
factory representative of Benjamin 
Moore & Co., in speaking on “How 
Can I Sell Paint?” declared that 
“paint surfaces in this country now 
are in the worst condition that they 
have ever been,” and urged dealers 
to emphasize to customers the need 
of painting up all wooden surfaces. 
“Nothing will bring better profits 
than the paint department, if it is 
properly handled,” he stated, and 
advised that each store train one 
man especially to handle paint. 





A. F. HOFF 


Retiring President 





LOUISE J. THOMPSON 


Sec.-Treas. 


B. Christianson, Minneapolis, mer- 
chandise and operating manager of 
Nagell Hardware Stores, told con- 
vention delegates that “small town 
hardware men can’t alibi their 
failures. The main difference be- 
tween methods of chain stores, which 
bring success, and those of the in- 
dependents, which too often bring 
failures, is that the chains do things 
better,” he declared in his talk 
which advised greater efficiency in 
merchandising. Eighty per cent of 
the hardware firm’s stock should be 
staple, fast-moving goods, he stated. 
“As to price,” he advised, “the only 
correct price is the one which the 
public pays freely.” 

John H. DeWild, Minneapolis, 
representing the trade extension 
division of the Minneapolis Civic 
and Commerce Association, in his 
talk advocating merchandising ef- 
ficiency, recommended “constant 
use of reasonable space” in a news- 
paper advertising program. He also 
spoke optimistically of the future 
of hardware retailing. 

G. W. Sulley, Merchants’ Service 
Division, National Cash Register 
Co., Dayton, Ohio, advised dealers 
to “know your competitor—and 
know a little more than your com- 
petitor.’ He pointed out that more 

(Continued on page 170) 
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CHANGING THE INSECTICIDE PICTURE! 


One dozen 
FLIT FREE 
with every 


dozen 
you buy! 


— HALF PINTS, PINTS, 


ANY ee AND GALLONS 


QUARTS, 


FLIT=—The fastest selling 
insect killer, will now 
move faster than ever! 


The most generous free goods offer ever made 
by Flit—One dozen Flit free with every two 
dozen you buy. 


As always, the powerful national advertising 
behind Flit makes it a household byword. 
The moth season will soon be on. Remember 
Flit quality customers are satisfied customers. 
Cash in on Flit’s reputation. 
Stanco Distributors, Inc., 2 Park 
Ave., New York City, 


FLIT 


REG. U.S PAT. OFF 


A STANCO 
PRODUCT 














Copyright 1937, 
Stanco Inc. 
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Easier installation with the Griswold 


NEW AMERICAN 
DAMPER 


Stove and furnace men everywhere are hailing the gen- 
uine Griswold NEW AMERICAN Damper as the great- 
est advance in damper design. New, exclusive features 
make it even easier than ever to install. Jobbers find 
that its superior quality makes it the most satisfactory 
and easiest to sell. Dealers find that a very small differ- 
ence in price makes a vast difference in quality and 
satisfaction when they specify Griswold ** New American.” 





NEW FEATURES FOR EASIER INSTALLATION 


1 New improved design with hump 4 New design reversible plate allows 


on spindle that goes straight one-piece, nonbreakable steel spin- 
through pipe before spindle point dle to be easily inserted from either 
enters opposite side of pipe. (No side. 


need to put hand inside stove pipe 5 Size marked on both sides of plates. 
while installing.) 
6 Sharp point of spindle pierces any 


2. Improved spindle slips easily and ordinary stove pipe, leaving a clean 


freely through plate. A twist of the 

wrist and hump on spindle drops 7 New improved full tension spring 

into notch, insuring positive lock. with nickel finished ferrules, not 
affected by heat. 


hole same size as spindle. 


3 Exclusive hump guide on plate 8 Ferrules and spring do not fall off 
leads spindle hump into locking spindle while assembling .. . a use- 
position without fail. ful time-and-temper-saving feature. 











WRITE TODAY for details and prices on the world’s most com- 
plete line of dampers. Regular size 3” to 7”. Furnace, 8” to 18”. 
Oval, 4” to 8”. Or place order with your jobber now for specified 
delivery dates. THE GRISWOLD MFG. CO., Erie, Pa. 


NEW AMERICAN 


The Original Steel Spindle 


REVERSIBLE DAMPER 
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California Asks Wholesalers’ 
And Manufacturers Cooperation 


ECLARING that there was un- 

just discrimination on _ the 

part of many manufacturers 
of guns and rifles against the retail 
dealer and an insufficient net profit, 
the California Retail Hardware As- 
sociation in convention, Feb. 15 to 
17, at the Hotel Whitcomb, San 
Francisco, went on record as urging 
such manufacturers to consider 
changes in their selling price sched- 
ule, which would permit dealers to 
sell on a profitable margin. Another 
resolution referred to the practice of 
paint manufacturers publishing sep- 
arate prices for large and small 





FRED L. PARKER 
New President 


buyers, with an enormous profit for 
the large, especially on small items. 
The resolution called upon manufac- 
turers to eliminate all items of less 
than a gallon from the large buyer 
list, as well as to stabilize the list so 
that retailers can make a fair profit. 

Violation of the California Fair 
Trade Act, which was recently up- 
held by the Supreme Court of the 
United States, was charged in the 
alleged practice of selling at whole- 
sale to private individuals not in the 
paint business or any business which 
markets paint. This same resolution 
was applied to other articles than 
paint, and wholesalers of hardware 
lines urged to confine their sales to 
legitimate retailers; while the retail 
hardware dealers were urged to con- 
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fine their buying to firms which are 
innocent of entering into competition 
with them. 

A three-day program of construc- 
tive business included addresses by 
D. W. Northup, president of Henry 
G. Thompson & Son Co., on “Who 
Do You Meet in the Market Place?” 





H. M. WEEKS 
Retiring President 


an address by Walter Gnerich, sec- 
retary of the Northern California Re- 
tail Drug Assn., on the Robinson- 
Patman Bill and the California Fair 
Trade Act; “Problems of 1937,” an 
annual feature of the convention by 
George H. Eberhard, president, 
George H. Eberhard Co.; “Stream- 
line Merchandising,” by Elliott C. 
Hensel, director of Advertising, Oak- 
land Tribune; “What Are the Facts 
of Merchandising?” by Glendon 
Hackney of the National Retail 
Hardware Assn.; and “National 
Housing Act,” by Urban F. Stewart, 
field representative, FHA. 

Mr. Northup urged manufacturers 
to put the legitimate retailer into a 
sound competitive position, charging 
that many manufacturers do just the 
opposite by selling catalog and chain 
houses at far lower prices than they 
sell to the regular jobber through 
the retailer channel, making profita- 
ble retailing impossible. Mr. Northup 
spoke at length on the American 
Institute of Fair Competition, em- 


phasizing its importance in bringing 
to light the unethical practices of 
many large manufacturers. 

Mr. Gnerich explained the method 
in which the California Fair Trade 
Act and the Unfair Trade Practices 
Act tend to eliminate cut price and 
unfair competition, especially in the 
elimination of the devastating loss 
leaders. 

A skeet tournament was inaugu- 
rated at this convention and was 
considered a great success. The 
next convention will be held in San 
Francisco. 

Fred L. Parker of Chico was 





LeROY SMITH 


Sec.-Treas. 


elected president, succeeding H. M. 
Weeks of Sebastopol. Other officers 
are as follows: Richard F. Liston, 
Morgan Hill, first vice-president; 
Harry H. Stagg, Modesto, second 
vice-president; LeRoy Smith remain- 
ing at the post of secretary-treasurer, 
which he has held for a long period 
of years. New directors are Fred L. 
Johnson, San Louis Obispo and L. L. 
Bryan, Fortuna, acting with holdover 
directors, C. F. Bryan, Oakland; 
A. R. McCormick, Arbuckle; F. X. 
Farry, Sunnyvale; and F. R. Bam- 
mann, Oakland. 

The advisory committee will con- 
sist of A. W. MacKillop, San Fran- 
cisco, chairman; Harry Crowe, Tu- 
lare; and H. M. Weeks, Sebastopol. 
retiring president. 
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NEWS! BIGGER 


LARVEX 


PROFITS 





Now Available 
to Hardware trade 


More than $1,000,000 spent to 
popularize famous Nationally 
Advertised Mothproofing Liquid 





1, LARVEX FULL PROFIT PLAN. Larvex announces 
new distribution plan, through selected agents, plus sug- 
gested minimum resale prices, assuring you full profit. 


2. NATIONAL ADVERTISING. A new, spectacular 
advertising campaign, featuring movie stars in ten big 
women’s magazines, starts in March and runs for five 
months. Newspaper ads will run in all big cities, backed 
by smashing, colorful window displays. Order from your 
Larvex agent today. 


FREE DEAL! Pay for11 bottles... you get12...Good 
until March 31st only. Dating allowed. Order now! 








A WORD ABOUT LARVEX 


Larvex has built its fame because it Mothproofs the 
cloth. One spraying lasts a whole year. Moths will 
not touch woolens sprayed with Larvex. Used by 
large woolen mills, known to housewives every- 
where. An exclusive, patented moth- 
proofing agent, for clothing, rugs, 
furnishings, etc. 
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‘LARVEX 








ZONITE SALES CORPORATION 
New Brunswick, N. J. 
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y; in Quality 


Performance and Price 


Ati 


Cooper is the first manufac- 

turer to put quality into alow 

price mower. e Heavy duty Worcester 
Quiet-Mo DeLuxe cutting unit. e Best 
quality rubber tires. e Easy starting 
¥4 HP Briggs & Stratton 4-cycle motor. 

e 18” fully adjustable, ball bearing 
reel. Allclutcheseliminated. e Alu- 
minum alloy deck. e Minimum ad- 
justment thru simple and positive 
chain and sprocket takeup. e 

Bright aluminum finish trimmed 

in a brilliantred. @ Ask your 

jobber, or write us for propo- 

sition and complete details. 


COOPER MANUFACTURING CO. 


MARSHALLTOWN, IOWA 





413 South First Avenue 


Rush details of Cooper Clipper Power Mower. 
NAME 
ADDRESS 

JOBBER’S NAME 














Missouri Dealers Plan 
Consumer Sales 
Campaigns 


ELLING major appliances to 
S new home builders, the pur- 

suit of kitchen, laundry and 
basement modernization, and _in- 
crease of sales to nearby farm pros- 
pects, were indorsed as vital lines 
of attack on a profitable market by 
the Missouri Retail Hardware As- 
sociation in their 39th annual con- 
vention, held at the Hotel Jefferson 
in St. Louis, Mo., February 16, 17 
and 18. The attendance was about 
1300, or two or three hundred larger 
than at the 1936 convention. This 
program adopted by resolution em- 
braced nine phases of modern mer- 
chandising. These phases declared 
the intention of the dealers to in- 
dividually wage two or three small 
appliance campaigns in 1937, to 
look up old customers and sell them 
again, to systematically invite new 
residents in their communities into 
their stores and to organize local 
cooperative sales campaigns. A 
reliable source of new residents’ 
names and addresses was cited as 
the records of bonded moving com- 
panies and discussion developed that 
the companies have cooperated in 
cities while in some rural areas the 
utilities have identified new users 
of gas and electricity, as an aid to 
retail selling, now following the 
march of rural electrification. 

The association indorsed an anti- 
price discrimination bill, H. S. 117, 
designed to make the Robinson-Pat- 
man bill effective in Missouri intra- 
state commerce, and a Fair Trade 
Act, H. S. 119. House Rule 4214 
was upheld by resolution, affecting 
the collection of sales tax in its 
provision to have sales of personal 
property which is subject to inter- 
state commerce “considered as made 
within the State or Territory into 
which such property is to be trans- 
ported for use or consumption 
therein” whenever the sale or any 
part is negotiated within that State 
or Territory. 

J. D. Reynolds, Carthage, was 
elected president succeeding Wm. 
C. Bahn, Cape Girardeau. George 
C. Eberlin, Hermann, became vice- 
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president and B. H. Gude, St. Louis, 
was re-elected managing director. 
Newly elected directors are R. E. 
Williams, Silex, to complete Mr. 
Eberlin’s term expiring in 1938, 





WM. C. BAHN 
Retiring President 


Adolph Riggs, Jr., Kennett, and E. 
R. Wachter, St. Louis. Continuing 
directors are J: W. Giesler, St. Louis, 





PEYTON C. CLARK 
Secretary 


H. C. Mell, Farmington and G. O. 
Busch, Union. The Board re-ap- 
pointed Peyton C. Clark, St. Louis, 
secretary and F. X. Becherer, St 
Louis, assistant sescretary. 





J. D. REYNOLDS 


New President 


Renewed enthusiasm for the job- 
ber-retailer method of merchandis- 
ing was evident in each of the four 
business sessions conducted under 
the general themes: “What Can I 
Get From Legislation,” “How Can 
I Merchandise at a Profit,” “Com- 
petition and Co-operation,” and 
“Management.” 

George Fittge, St. Louis, assist- 
ant secretary of Independence, Inc., 
speaking on “What Laws Interest 
the Dealer?” reviewed a test case 
of the Robinson-Patman Act, and 
declared “It is my personal opinion 
that this law will be amended from 
time to time to make it bomb proof 
so that it will be a cure-all for all 
business evils.” 

Addresses on merchandising top- 
ics were characterized by practical 
information conveyed from actual 
experience and included Mr. Reyn- 
old’s treatment of “How to Manage 
a Business to Make Money,” Mr. 
Gude on “How Can I Sell. How 
Good Are My Salesmen?” and Clif- 
ton Rodes, sales manager of the 
Belknap Hardware & Mfg. Co., 
Louisville, Ky., on “How to Co- 
operate.” Irwin Douglas, of the 
Merchandising Division, National 
Retail Hardware Association, spoke 
on “What are the Facts about Mer- 
chandising?” 

The address of L. E. Crandall, 
president of the Simmons Hardware 
Company, St. Louis, was represented 
on the convention program by Paul 
Mulliken, merchandise manager of 
the company, who was also on the 
program in the Management session. 
Mr. Crandall had written his mes- 
sage while recovering from a recent 
illness. His theme, “What Com- 
petition Does,” outlined an activity 
which “arouses interest, causes us 
to study modern methods” and 
“makes better merchandising.” 

(Continued on page 170) 
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50 Years Old 


No steadily employed workman 
can reach the age of fifty years 
without a record of good or bad 
service. 

As with men so with tools. Cham- 
pion Screw Drivers have reached 
the half-century mark. Their 
“Service record” is a credit to all 
who use or sell them. 


These famous screw drivers are 
built to serve tool users faithfully 
—to give real security in modern 
tool construction. The illustration 
shows how the sturdy forged steel 
blade is secured in the handle. It 
is shrunk into a solid malleable 
bolster. This bolster rests in a 
heavy ferrule. The tang (which 
forms a part of the bolster) enters 
and passes far into the handle. 
This construction positively pre- 
vents the blade from turning or 
working loose in the handle. But 


CHAMPION 
Serew Driver 


SECURITY 


doesn’t stop with a_ perfectly 
secured blade. The sole object 
back of every Champion Screw 
Driver is to produce a tool that 
will make and hold customers. 
That is exactly what these well- 
known screw drivers have been 
doing for the past fifty years. 
Made in five good selling patterns 
for every requirement. And in 
sizes from the tiny 114 inch spe- 
cial to the giant 30-inch blade 
length. 

Carpenters, cabinet makers, elec- 
tricians, machinists, manual train- 
ing schools and home owners are 
all good customers for Champions. 
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Your Jobber 
Will Supply You. 


Send for Catalog No. 13 








HARDWARE COMPANY 
GZ EWE FW 


TORRINGTON. CONN. 


NEW YORK OFFICE S| CHAMBERS STREET 
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points, misshapen heads. 


ATLAS 


BLUED CARPET TACKS 





| Atlas Tacks areclean tacks—noroughnesses, bent 


Precision-manufac- 
tured from carefully selected Tack Plate, and 
annealed by a special Atlas process, every Atlas 
Tack is exactly like the other—and every one is 
a good tack. Thoroughly sterilized, too, for safety. 
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ATLAS TACK CORPORATION 


FAIRHAVEN, MASSACHUSETTS, U.S.A. 












SUGGESTED STANDARD PAGE 
for Jobber Salesman’s Catalog 











Layout measurements from center of post holes. 


Page Overall—8% x 10%. 
‘Type Page—6 7/16 x 9%. 
Margina—as shown 


Kalamazoo. 











Stock—16-pound rag content bond or lighter This 


THE JOBBER SALESMAN DESERVES 
EFFICIENT 5 


TOOLS. 

















Courtesy Motor and Equipment Wholesalers Association 


Catalog Page 
Standardization 


Saves Time and Costs 
in Catalog Production 


HEN the hardwareman 
goes to his catalog files 
he finds a wide variety 


of sizes and shapes for both man- 
ufacturers and wholesalers. To 
him the many odd sizes are an 
inconvenience and an eyesore. A 
file full of catalogs of uniform 
page size—regardless of the num- 
ber of pages each catalog contains 
—would permit quicker reference 
than is now possible. Further, 
uniform size catalogs would in- 
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sure a minimum of battered books. 
By using a variety of catalog page 
sizes the industry increases its 
printing costs—for every odd or 
infrequently used page size neces- 
sitates special cutting of paper 
with resulting waste and makes 
necessary the setting of odd mea- 
sures of type as well as the use 
of a variety of sizes of cuts. 

An analysis, made sometime 
ago, by the late R. J. Atkinson, 
Brooklyn, N. Y., revealed a total 





of fifty-nine different page sizes 
in the three hundred and nine 
catalogs in his file. Here’s what 


Mr. Atkinson found: 


Catalog Number Catalog Number 
Page of Page of 
Size Catalogs Size Catalogs 


6x9 6G 993 212 11 
44x 6 1 a ag 7 
+ &.3 8 4% x8% 3 
4x9 13 4%x9 i 
4 x 6 z 5% x8% 5 
4 x 9% 3 64x9 3 
54x 7% 4 5 x7% 5 
3%x 6 12 5 6 4 
34%2x 6% 3 8 xl10% 1 
44x 9% 1 74x4 2 
3%x 6% 3 4 x6% 1 
34%4x 6 1 544x7% 2 
6 x 9% 7 8% x 11% + 
6 x 8% 2 8 x9 1 
74x 9% 2 7% x10% 5 
6%4x9% 8 6% x 10 6 
8%xl1l 41 7 29 2 
8% xl1l 7 6% x 9% 1 
9% x6 4 9 xll 3 
5% x8% 6 7% x11 2 
i 6s 2 7% x 10% 4 
8% x 10% 4 4 xl1l0% 1 
10% x8 1 5% x8 1 
7 x10% $3 4 x8% 1 
4 x8 4 4% x 7% 1 
8 xll 4 10%xll% i 
8% x 10 8 8% x 10 i 
7 x10 5 7% x 10 3 
8% x11l% 2 8% x 1l i 
64%4x 10% 1 


Some dealers may find an even 
greater variety of catalog page 
sizes in their files. When there 
are so many varieties of sizes the 
small catalogs tend to get crushed 
and the larger catalogs get bent 
and disfigured, and are thus sub- 
jected to premature abnormal 
wear and tear. 

Impressed with the importance 
of greater standardization of cat- 
alog pages for jobber’s salesmen 
many automotive manufacturers 
are heeding the page size recom- 
mendations of the Motor & Equip- 
ment Wholesalers Association. At 
the present time, this association 
is very actively promoting catalog 
page size standards, outlined in a 
recent bulletin as follows: “The 
page size of 814 x 10% inches is 
retained but the type page is sug- 
gested as 67/16 x 95% with a 
113/16 binding margin on the 
left. Included in the suggestions 

(Continued on page 164) 
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HAPPY? YOU BET) 


The happy hardware retailer says, “I 


sell Rogers Pure Fish Glue because I 


am protected against the lower prices 


of chain stores and 


houses.” With Rogers Superior Qual- 
ity Glue, you, too, can build a busi- 
Ask 
jobber about the Rogers Sales Policy, 
the Rogers Deals and Dealer Helps 


ness that will not lose. 


today. 


ISINGLASS & GLUE COMPANY 


MASSACHUSETTS 


mail 


order 


your 





-. 10 take ecare. oft 
inereased business... 


---hundreds of dealers are purchasing 


additional DREADNAUGHT SANDERS 


Even during the depths of de- 
pression, DREADNAUGHT 
dealers averaged $48 net ex- 
tra profits per month from 
DREADNAUGHTi _ sander 
rentals. Today, with a defi- 
nite and widespread upturn 
in repair and modernization 
projects, these same dealers 
are realizing double and triple 
the profits of 1932. Right 
now, hundreds of DREAD- 
NAUGHT dealers are mak- 
ing the most of better times 
by “yy- ' a second or third 
DREADNAUGHT sander to 
take care of increased busi- 
ness. 


Cash in on a real opportunity. Write TODAY for complete details. 


5000 DREADNAUGHT 
dealers have proved beyond 
all question that there is im- 
portant extra money to be 
made from DREAD- 
NAUGHT sander rentals and 
the attendant sales of finish- 
ing materials. Are you pass- 
ing up YOUR opportunity to 
share in these extra profits? 
Remember, it’s the machine 
that MAKES ALL THE 
DIFFERENCE IN THE 
WORLD. With DREAD- 
NAUGHT you get a machine 
that is so easy to handle; so 
dependably trouble-free that 
customer satisfaction is un- 


conditionally assured. And 
you get a plan that has prov- 
ed its effectiveness over a 
period of six years for more 
than 5000 alert, progressive 
DREADNAUGHT dealers. 


By all means get the com- 
plete facts on DREAD- 
NAUGHT without further 
delay. It will cost you only 
a postage stamp, and you will 
not be obligated. 


Cash in on a 
real  opportu- 
nity. Write TO- 
DAY for com- 
plete details. 


DREADNAUGHT SANDERS (Clarke Sanding Machine Co.), Dept. HA337, Muskegon, Mich. 
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MORE THAN 5000 DEALERS ENDORSE DREADNAUGHT 
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Gain CROSS 
EADS 1/c 







. . . with an 
improved case 


Just as CROSS pioneered the pro- 
duction of uniformly perfect tacks, 
completely sterilized, CROSS now 


leads with an improved case. 


This case, with its dustproof 
hinged INNER COVER, keeps the 


working stocks of your customers clean and free from dirt and dust. 


CROSS Sterilized TACKS are made to give your customers prof- 
itable results . . . they’re made right and they’re packed right, too. 


And remember, it pays to keep a full line of CROSS Sterilized 
TACKS in the distinctive red and black and white packages on 


your counter. 


UPHOLSTERERS + CARPET * CARPET LAYING + COPPER 
WEBBING + GIMP * HIDE » LACE * WIRE CLOTH STAPLES 
BILL POSTERS * DOUBLE POINTED + CLOUT NAILS 


al// 
O K. if theyre 


YOUR JOBBER HAS CROSS, OR CAN GET THEM FOR YOU 
W.W.CROSS & CO. INC. EAST JAFFREY,N.H. 


144 














Ohio Report 


(Continued from page 130) 


paying tribute to the efforts of 
George V. Sheridan, and Secretary 
Conklin. 

Merchandising is not merely dis- 
playing and selling, said Charles R. 
Isaacs, N.R.H.A. Merchandising Di- 
vision, Indianapolis. The organiza- 
tions which now have great buying 
power, he held, created it. He em- 
phasized the importance of buying 
merchandise from the customer’s 
standpoint and stated that odd cent 
prices please customers. 

J. W. Havighorst, Cleveland, at- 
torney, said that the first section of 
the Robinson-Patman bill is an 
amendment to the Clayton act and 
stated that he did not know all of the 
answers to questions on the bill and 
that the bill is the latest of a chain 
of loosely related anti-trust laws. A 
seller knowingly giving a discrimina- 
tory price does so at his own peril, 
he said, the safest thing being not 
to discriminate. Quantity discounts 
may be given under the act, as long 
as the same discounts are available 
to all buyers where like quantities 
are bought, he stated. Sales by re- 
tailers to consumers are, he pointed 
out, not affected by the act as long 
as the transaction is entirely within 
the same state. 

There are two kinds of cooperation, 
voluntary and compulsory, stated 
E. B. Gallaher, treasurer, Clover 
Mfg. Co. and editor of Clover Busi- 
ness Service, both of Norwalk. 
Conn., in his address, “Cooperation 
Essential.” We are, he held, in a 
period of inflation which will con- 
tinue for some time to come but the 
trend is up. When prices go up 
normally a dealer is in position to 
protect himself but they are rising 
too rapidly now, and are being 
forced up by a scarcity of skilled 
labor and by increased labor costs, 
he declared. Mr. Gallaher urged 
dealers to tie up with a jobber who 
has been playing the game with his 
suppliers and to mark up their mer- 
chandise before they reordered mer- 
chandise. 

H. P. Sheets, managing director, 
N.R.H.A., Indianapolis, Ind., spoke 
on “Floodlights.” He outlined ac- 
tivities of the association’s directors 
and stated that dealers should be 
interested in legislation which will 
be in the public’s interest. Consum- 
er’s co-operatives are nothing new, 
he declared, and efficient retailers 
should have nothing to worry about 
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in connection with competition from 
such groups. 

Be able to change your mind 
quickly, advised Harry Boyd Brown, 
national promotional manager, Phil- 
co Radio & Television Corp., Phila- 
delphia, Pa., Mr. Brown urged hard- 
ware dealers not in the major elec- 
trical appliance and radio business 
to get into it, but advised them to 
first get the assistance and advice of 
manufacturers of the lines they plan 
to handle before entering the field. 
Hardware dealers should, he held, 
give serious thought to the market 
that will be available in a few more 
years for television equipment. 


Robert J. Murray, The Murray 
Co., Honesdale, Pa., said he would 
prefer to have a sound small busi- 
ness than a big but unsound business. 
He outlined the advantages of con- 
ducting a regular survey of the ter- 
ritory a dealer serves or wants to 
serve, studying trends in those areas. 
He urged picking out and specializ- 
ing on those lines that are not being 
merchandised properly in a dealer’s 
territory. People like, said Mr. Mur- 
ray, to buy in a busy store. The un- 
usual idea will pay dividends if it is 
a sound idea, he said. 


R. A. Chandler, Sylvania, headed 
the resolutions committee. Resolu- 
tions protested direct sales in com- 
petition with retailers and asked the 
legislature to continue to follow the 
present state sales tax system and 
asked that no gross receipts tax be 
substituted for it. The association 
went on record as favoring the ap- 
pointment of a retailer to the ad- 
visory council of the Unemployment 
Compensation Commission of Ohio. 
Sympathy and all possible assistance 
that could be given by the associa- 
tion to dealers who have suffered as 


a result of the flood was offered in- 


another resolution. 


Harold F. Stotzer, Archbold, retir- 
ing president, was succeeded by 
J. W. Bonifield, Zanesville, J. C. 
Blaser, Cleveland, being elected vice- 
president. John B. Conklin is sec- 
retary-treasurer of the association. 
J. W. Heinz, Painesville, Chester 
Sellman, Greenville, Robert Guyton, 
E. Liverpool and Mr. Stotzer were 
elected directors. Other members of 
the board of directors are: Ed. 
Bartholomai, Lodi; M. M. Kerr, 
Athens; W. L. Millikin, Columbus; 
R. A. Chandler, Sylvania and P. B. 
Sweger, Lima. 
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caves PULL 


@ Good merchandise builds 
reputation, but selling hardware today de- 
mands a starter— something to pull them 
in— and bring them back. 

Lyon Modern Store Fixtures in steel build an 
atmosphere in which shopping and buying 
are made pleasant and easy. Their sales- 
building records in hundreds of stores prove 
it. They are correctly designed to speed up 
the sales of necessities... give the proper 
sales emphasis to long-profit items... 
stimulate an amazing increase in “impulse” 
purchases. 

The trim lines and attractive finishes of 
Lyon Hardware Store Fixtures attract favor- 
able attention. Smooth enamel surfaces 
make them easy to keep clean and attrac- 
tive. Mail coupon for catalog and full 
details of Lyon Store Planning Service. 


LYON METAL PRODUCTS, INCORPORATED 





2302 River Street AURORA, ILLINOIS 
orat 
5, incor i 
\ Produ \\limo abov 
M rorar t 
n ng 0 
W502 river Str Oc viding ie planning 
please en ye go Fin’ oa 
dwe ith the 
Lyon fe that goes ™ 
ser 
Name 
address State 


City 


STORE PLANNING 


LYON METAL PRODUCTS, INCORPORATED, Aurora Illin 
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Also Meaning 
APPROVAL for NICHOLSON FILES 


from 


THOUSANDS of File Users EVERYWHER 


Above you see one of the advertisements which appears in the new 
magazine, “Life”. And you also see on this page some of the many 
magazines, class publications and trade journals in which current 
Nicholson File advertising is appearing. 

This advertising means approval for Nicholson Files from hundreds of 
thousands of file users — approval that you can turn into cash by 
stocking, displaying and pushing files with the Nicholson Brand. At 


holesaler’s. Nichol Fil LS, 
encarta IY ee 
A FILE FOR EVERY PURPOSE 
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and politics to politicians and it 
wasn’t considered good business to 
discuss politics, this situation is 
changing and merchants and others 
are coming to realize the potential- 
ities of government and their obliga- 
tions to take an active and intelli- 
gent part in it. 

“What Is the Trend of Trade and 
Trade Customs?”, was the subject 
of an address by Malcolm Bridges, 
secretary, Richmond Chamber of 
Commerce. Mr. Bridges stated that 
a scientific study of merchandising 
trends was needed in view of ad- 
vances in marketing methods. He 
sketched the change from the coun- 
try store to modern sales methods, 
involving scientific advertising, rapid 
transportation and the growing num- 
ber of consumer cooperatives. 

Harry B. Price, Norfolk, delivered 
the closing address in which he dis- 
cussed, “What Merchandise Is Sold 
by Outside Salesmen and How Sales 
and Salesmen Are Handled.” In his 
talk, Mr. Price illustrated with 
charts, the demand for major ap- 
pliances, and how dealers can mer- 
chandise them if they are not al- 
ready doing so. He also explained 
how to handle salesmen, stating that 
each time a new salesman is hired, 
it costs at least $50. Mr. Price also 
discussed the conduct of time pay- 
ment customers, explaining the 
handling of long time payments. The 
importance of “trade-ins” was 
stressed and Mr. Price stated that no 
money could be made by allowing 
outlandish allowances. 

In President Yowell’s summation 
of the convention speeches, he out- 
lined the various high spots of each 
talk as a reminder of real ideas to 
take home with them. Henry A. 
Pleasants conducted a Question Box 
which brought about considerable 
discussion about the points made in 
the various talks. 

One of the resolutions passed re- 
quested employers to stop buying 
for their employees at wholesale 
prices and another resolution ab- 
jured the practice of wholesalers 
selling directly to consumers. 

W. L. Penick, South Boston, was 
chosen president for the ensuing 
year; W. K. Smith, Clifton, Forge, 
vice-president; R. A. Frayser, Rich- 
mond, acting secretary-treasurer. 
and J. S. Wicker, Jr., Richmond. 
chief counsel. The new directors 
are, J. E. Mathes, Galax, and George 
T. Omohundro, Jr., Scottsviile. 
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Illinois Fair 
Trade Act 


(Continued from page 120) 


They boldly took this position in 
the face of the fact that, where 
price-cutting of trade-marked com- 
modities is practiced, the owner of 
such trade-mark, who may have de- 
voted 1 lifetime and the expenditure 
of large sums of money, to the crea- 
tion and advertising of his trade- 
mark, and thereby created a valu- 
able, and perhaps the most valuable 
asset of his business, must stand 
helpless while some of his custom- 
ers cut the price of his product, and 
thereby grieviously impair, and often 
destroy, the further value of such 
trade-mark. For, obviously, if some 
of such customers cut the price 
below that which will yield a living 
profit, other dealers who are not 
willing or able to sell without a 
profit, will cease to be interested in 
the article, and will often refuse to 
handle it. 

It is not necessary to dwell here 
upon the even greater damage there- 
by done to such other dealers. 

And now comes the forceful 
denunciation of this contention by 
this important decision of the Su- 
preme Court, in language which 
justifies quotation. 

The Court said: 


“ , . it is contended that the statute 
is a price-fixing law, which has the 
effect of denying to the owner of prop- 
erty (meaning the dealer who has pur- 
chased a commodity) the right to de- 
termine for himself the price at which 
he will sell.” 


After referring to certain de- 
cisions which were cited to support 
the price-cutting dealers’ conten- 
tions, the Court said: 


“But these decisions deal only with 
legislative price-fixing. They consti- 
tute no authority for holding that prices 
in respect of ‘identified’ goods may 
not be fixed under legislative leave, by 
contract between the parties.” 


The Supreme Court then laid 
down its controlling determination 
of this question by the statement 
that: 


“The Illinois Fair Trade Act does 
not infringe the doctrine of these 
cases.” 


There thus arose upon the horizon 
of this previously disturbed sea of 
discord, this unanimous pronounce- 
ment of the Supreme Court that it 
is constitutional and lawful for a 
State to authorize such contracts. 
In confirmation of this pronounce- 
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because you've got so many genuinely 
good talking points — real selling points 
that save time and money for the tool 
user. 

Black Diamond Files have a new and 
improved tooth construction — they re- 
move more stock, eliminate that aggra- 
vating tendency of files to slip or skid 
from the line of work. 

Your customers will value Black Dia- 
mond Files and you will value the good 
will these new, different files will create 
for your store. Check your supply—Get 
in touch with your wholesaler. Nicholson 
File Company, Providence, R.|., U.S.A. 


PATENTS PENDING 



















STEEL 


of Every Kind... for 
Every Purpose ... in 


Stock ... Ready to Use 


@ All shapes, kinds and sizes 
of steel are carried in Ryerson 
stocks for Immediate Ship- 
ment... Unusual facilities for 
cutting, handling and ship- 
ping assure accuracy, de- 
pendability and speed. 
PRODUCTS INCLUDE: 


BARS ALLOY STEEL 
STRUCTURALS TOOL STEEL 
SHEETS STAINLESS 
PLATES TUBING 
SHAFTING WELDING ROD 


SCREW STOCK Nuts, Washers, Etc. 
Write for the Ryerson Stock List 
JOSEPH T. RYERSON & SON, INC., 
Chicago, Milwaukee, St.Louis, Cincinnati, 
Detroit, Cleveland, Philadelphia, Buffalo, 
Boston, Jersey City 
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Johnny-cakes, fritters, flap-jacks 
~-cooked just as they were on the 
plantationsof the old South. New 
Speedy-Clean Chrome kitchen 
utensil success -- never needs 
scouring. Butler chrome cook- 
ing surface assures perfectresults 
-no sticking, no unevenly heated 
spots. Made of heavy gauge steel 
--heavily chrome plated. Easy to 
use--big, comfortable, non-twist- 
ing handle of cool, ebonized 
wood. One popular size only-- 
11'2" top diameter. 
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ment, the Court emphasized that the 
Illinois statute does not deal with 
any restriction of an identified com- 
modity, merely as a commodity; but 
only with reference to the trade- 
mark by which such commodity is 
identified. Upon this basis, the 
Court said: 


“The essence of the statutory viola- 
tion then consists not in the bare dis- 
position of the commodity, but in a 
forbidden use of the trade-mark in ac- 
complishing such disposition. The 
primary aim of the law is to protect 
the property—namely, the good will of 
the producer, which he still owns. . . 
We are here dealing not with a com- 
modity alone, but with a commodity 
plus the trade-mark which it bears as 
evidence of its origin and of the quality 
of the commodity for which the trade- 
mark stands. Appellants (meaning the 
dealers) own the commodity; they do 
not own the mark or the good will that 
the mak symbolizes. And good will is 
property in a very real sense, injury 
to which, like injury to any other 
species of property, is a proper subject 
for legislation. Good will is a valu- 
able contributing aid to business— 
sometimes the most valuable contribut- 
ing asset of the producer or distributor 
of commodities. And distinctive trade- 
marks are legitimate aids to the crea- 
tion or enlargement of such good 
ss « 

“The ownership of the good will, we 
repeat, remains unchanged, notwith- 
standing the commodity has _ been 
parted with... .” 


It is not necessary to go further 
in quoting from the decision, in 
order to show its complete refuta- 
tion of the contention steadily made 
during these many years by the 
price-cutters, that once they buy a 
commodity with a trade-mark, they 
can do what they like with it, and 
can ignore the important interest 
which the owner of the trade-mark 
of such a commodity still strongly 
retains. Both in law and in sound 
morals, this argument was always 
beneath respect. The Supreme Court 
now utterly condemns it. 

Another important statement con- 
tained in the Supreme Court’s de- 
cision is this: 

“There is a great body of fact and 
opinion tending to show that price- 
cutting by retail dealers is not only 
injurious to the good will and business 
of the producer and distributor of iden- 
tified goods, but injurious to the gen- 
eral public as well. The evidence to 
that effect is voluminous.” 


The Supreme Court of the United 
States thus gave its sanction to the 
constitutional validity of the Illinois 
Fair Trade Act and, consequently, 
to the similar Acts of other States. 

It has been publicly stated that 
the Fair Trade Act now in operation 














OSHKOSH 


A real time saver—for farmers—com- 
pletely finished ready to nail on. It's 
a steel shoe—with turned heels—made 
in sizes 2 to 7 inclusive—can 
be worked hot or cold and 
reset or welded like any 
other steel shoe. Popular 
with horse owners and horse- 
shoers wherever used — 
—_ in demand during 
pring and Summer months. 
Your requirements will be given 
prompt attention now. Oshkosh shoes 
are sold only through jobbers, and 
are priced to meet competition and 
show the dealer a good profit. 


GIANT GRIP MFG. CO. 
Oshkosh, Wis. 
Established 1863 
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@ America’s largest selling Plas- 
terer’s Trowel. The original alum- 
inum mounted trowel and first 
choice of Plasterers everywhere. 


MARSHALLTOWN TROWEL 
COMPANY 
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in fifteen States, will be introduced 
at the pending sesssions of the legis- 
latures of many other States. It 
seems fair to say that with the high 
approval now given by the Supreme 
Court to this legislation, the prob- 
ability of its enactment in these other 
states is greatly promoted. 

Another highly important element 
in this situation, and which cannot 
be overemphasized, is the fact that 
Senator Tydings of Maryland, intro- 
duced in the Senate in January, 
1936, a bill, the purpose of which 
is to declare to be lawful in inter- 
state transactions, the provisions of 
the Fair Trade Acts of the different 
states which have such acts. Sena- 
tor Tydings’ bill was passed by the 
Senate in June, 1936, but on account 
of the lateness of the session, was 
not brought up in the House. Ac- 
cordingly, he has re-introduced his 
bill in the Senate with what seems 
every likelihood of adoption. I say 
this because of the conspicuous 
change in sentiment on the part of 
Congress towards the general sub- 
ject of price-cutting, as shown by 
its passage of the Robinson-Patman 
Act in June, 1936, by the almost 
unanimous vote of both the Senate 
and the House. 

Until such a bill is passed, it 
must be remembered that a State 
Fair Trade Act applies only to 
transactions which begin and end 
inside of such a State. 

Accordingly, the Tydings’ ‘ Bill 
presents a manifest enlargement of 
the value of State laws of this na- 
ture, without which great hindrance 
still exists. I make bold to go fur- 
ther, and say, that I personally do 
not doubt that the time is near at 
hand when the Congress will sweep 
away the principle established by 
the Dr. Miles case, whereby inter- 
state resale price maintenance con- 
tracts were declared unlawful. 

Under pressure of time, I must 
refer very briefly to a favorite argu- 
ment of price-cutters that legislation 
like the Illinois Fair Trade Act, con- 
fers a governmental favor or benefit 
upon those opposed to price-cutting. 
The fact is exactly the contrary, be- 
cause it is only by virtue of the 
Sherman Anti-Trust Act as inter- 
preted in the Dr. Miles case, that 
resale price contracts were declared 
unlawful. In other words, a congres- 
sional benefit was conferred upon 
price-cutters by means of the Sher- 
man Act, and it is only the removal 
of the benefit thus conferred, which 
the opponents of price-cutting are 
asking. They do not seek legisla- 
tive benefit or protection; they only 
seek the removal of the legislative 
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DAZEYS! 


A SIZE FOR VU ] ELL meaning advisers have fre 
quently 
EVERY NEED “told us that DAZEY CHURNS are 

2 QTS. TO 10 GALS. entirely too well made—that they would 
HAND OR ELECTRIC work just as well if the quality of materials 
OPERATION were not nearly so high and our standards of 

)\ga workmanship not nearly so exacting. Maybe 

iteso. Nevertheless, nearly 90% of all churns 
# sold by the hardware trade today are 
DAZEY CHURNS! We are obstinately old- 
fashioned enough to believe that our insis- 
tence on quality has had something to do 
with this amazing sales leadership. Be that 
as it may, no wide-awake dealer can fail to 
see the advantage of pushing to the limit any 
line with so nearly universal acceptance. 
Above all, he will find it profitable to get 
squarely behind DAZEY ELECTRIC 
CHURNS now that power lines are being 
so steadily extended into rural districts. 


And DAZEY CHURN & MFG. CO. 
4301 Warne Ave. 


DEALERS gs as St. Louis, Missouri 
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1937 
Another MODELS 
Startling Achievement 


Again — Stearns leads the way with the greatest 
all-time value in power lawn mowers that are as 
outstanding in quality and performance as in 
price. All models equipped with Briggs & 
Stratton engines. 
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$7 Q5° 
RETAIL 
(18” cut) 


This is a money-making line of simple, 
dependable merchandise without tricky, 
complicated mechanism. Liberal dealer 
discounts. Advertised in 6 leading 
home magazines with “ 

3,000,000 circulation. 


Liberal dealer discounts. 
Ask your jobber or write us. 


E. C. STEARNS 
& co. F h del 27” 


Syracuse, N. Y. cut. Prices $89.50 to $235.00. 






benefit and protection given to price- 
cutters by the Sherman Law. 

It is the price-cutters who have 
been protected by legislative ram- 
parts. Their opponents ask only 
that these ramparts be removed, and 
that fair play be restored. 

This leads me to the effort to 
make clear some elements of con- 
fusion which appear to exist in the 
business community with respect to 


In the interest of clarity, I will 
tabulate and answer, these elements 
of confusion: 

1. This decision furnishes a long step 
in advance towards providing the 
means of controlling the predatory 
price-cutter, which control has hereto- 
fore been prevented by the interpreta- 
tions placed on the Sherman Act. 

2. The prevention of price-cutting is 
a very different thing from price-fixing. 

In its recent decision, the Supreme 





Court disposed of the claim made by 
price-cutters, that the result of the 
Court’s decision will be price-fixing, by 
saying that the Illinois Law 


the Supreme Court’s decision. It 
is not surprising that such confusion 
should exist, because the subject is 
of wide scope, and is replete with “does not attempt to fix prices, nor 
technical legal aspects. Neverthe- deco it. delegate such power t 
less, I think that careful study of private persons. It permits the 
the Supreme Court’s decision will designated private persons to con- 
remove this confusion. tract with respect thereto.” 








“IT'S AS FLEXIBLE AS 
MY OWN WRIST-THIS 
MOP REACHES EVERY- 
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LOOK AT THIS 


Amazing Labor Saver | a 


This mo pee in any and all directions—yet always lies flat. 
And with a twist of the wrist, the New WRIST-ACTION 
MOP “steers” easily into places no other mop will go. 


Women instantly recognize these new labor saving features 
of the WRIST-ACTION Mop: Wing-shape, for ent and ease 
around furniture, tapered end to get into corners, wrist control 
to keep mop off rug edges. AND—now the frame folds so the 

mop slips off like a glove for washing or replacement. No 
wonder women want the WRIST. ACTION Mop the moment 







NORMAL POSITION 
Handle Straight Back from I 
Head, Mop Lies Flor on Floor i 


1 


they handle it—it cuts down their work. 
Phone your jobber today. Stock up and push this mop. 
It’s a money maker. 


WRIST - ACTION 







; TURN WRIST TO LEFT F 
z Mop Turns with Wrist, @ 


but Lies Flat on Floor TF 





MIDWAY CHEMICAL CO., CHICAGO, U. S. A. 
Makers of AERoPOLISH, guaranteed World's best furniture polish; 
AEROWAX, the preduct that made Self-Polishing waxes popular; 

AERoMIST, the new waterless way to clean glass. 






TURN WRIST TO RIGHT- 1] 
Mop Reverses Direction, 
Still Lies Flat on Floor. 1 
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Moreover, any contention that this 
new decision and the Fair Trade Acts 
which it upheld, will bring about price- 
fixing upon the part of manufacturers 
by agreements among themselves, is 
fully answered by the fact that the 
Illinois Fair Trade Act expressly pro- 
vides that the right to make resale 
price contracts shall not apply to con- 
tracts or agreements between produc- 
ers, or between wholesalers, or be- 
tween retailers as to sale or resale 
prices. Time does not permit expand- 
ing this provision, but reflection will 
show that it is an absolute bar to 
price-fixing. 

3. It reed scarcely be said that these 
Fair Trade Acts which permit a manu- 
facturer to prevent predatory price- 
cutting on his particular product, do 
not require that any manufacturer shall 
establish and maintain resale prices on 
his products. The permission given by 
these Acts, is purely voluntary and 
optional with each manufaeturer. 

4. Except the price-cutter himself, 
who can doubt that price-cutting on 
well-known items, and long profits on 
unknown items, definitely plays into 
the hands of the large distributors, and 
effectively and dangerously represses 
the independent dealer to the extent 
of either impoverishing him, or driving 
him out of business, with a marked 
consequent tendency towards monopoly 
in building up the large chains, mail- 
order houses and department stores? 

5. Similarly, can anyone but the price- 
cutter dispute the fact that the demor- 
alization of distribution of a manufac- 
turer’s standard product, as the result 
of price-cutting, impairs, if it does not 
in fact destroy, the manufacturer’s in- 
dependence so as to threaten his very 
existence unless, indeed, in self-defense, 
he places himself at the mercy of these 
large distributors? 

6. Much confusion exists when the 
business community is told that since 
1911, when the Miles case was decided, 
and up to the time of the recent Su- 
preme Court decision, the price-cutters 
rested their position upon the Sherman 
Law. Confusion has naturally resulted 
from this circumstance because the 
Sherman Law has always been looked 
upon as the opponent of monepoly, 
whereas the price-cutters have been 
using the Sherman Law in order to 
build up, if not indeed a monopoly, 
nevertheless a vastly dominating posi- 
tion in their respective industries. 

7. A further element of confusion 
seems ro exist as to how manufacturers 
and mure particularly, wholesalers such 
as comprise the Wholesale Dry Goods 
Institute, can avail themselves of the 
pronounced change in the legal as- 
pects of this subject as developed by 
these Fair Trade Acts of 15 States, 
and by the recent decision of the Su- 
preme Court, which declares them to 
be constitutional. It seems obvious 
that orderly distribution is a_ thing 
which should be welcomed by all 
wholesalers; and that, therefore, mem- 
bers of industries like your own, should 
welcome this trend, and should strive 
for an extension into interstate com 
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There's Profit 


FOR YOU IN 
WEED CONTROL 


‘iin nmin 
VTL. 


The BENDIX 


ELIMINATES WEEDS, CRAB GRASSES! 
PROTECTS MOWER BLADES FROM 
STICKS AND STONES! 


For 14-16 inch mowers... 
Larger size — $2.00. 
, Less usual discounts. 





‘S the answer to every gardener’s 
question, ‘How can I control the weeds 
and crab grass on my lawn?” This sensa- 
tional Bendix MOWERAKE is a weed-eradi- 
cator and mower-blade-protector all in one! 
Bendix Mowerake disentangles and lifts up 
crab grasses and low-growing weeds so the 
mower blades can cut them short. Under this 
treatment, they soon die out—because they 
can’t reseed! 

Saves money in resharpening bills, too. 
Sticks and stones can’t nick and dull the 
blades of a mower equipped with Bendix 
Mowerake. Saves bordering shrubs and 
flowers from inadvertent cutting—gives the 
lawn a “barber’s trim.”’ 

Bendix Mowerake comes in two widths to 
fit practically any mower. Easily installed— 
flips back out of the way when notin use. Built 
of all steel, attractively enameled in red and 
green and packed i in individual display ship- 
ping cartons, in dozen lots. Order trom your 
regular hardware jobber, or from us, and we 
will ship through our nearest jobber. 


NATIONALLY ADVERTISED 


in the popular home and garden magazines! 


ECLIPSE MACHINE COMPANY 
(Subsidiary of Bendix Aviation Corporation) 
ELMIRA, NEW YORE 
Makers of the world-famous Bendix Starter Drive 
and the “Morrow” Bicycle Coaster Brake 


SEND THIS COUPON NOW! 


ECLIPSE MACHINE COMPANY 
Dept. H-6, Elmira, New York 

lease send me full particulars about the 
Bendix Mowerake. 
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merce oi the principle laid down by 
ihe Supreme Court in its recent de- 
cision. The welfare of the vast number 
of independent retailers, is the basis of 
the welfare of the wholesalers. 

Unquestionably, these Fair Trade 
Acts, thus strongly fortified by the 
Supreme Court’s decision, and _par- 
ticularly if there shall be the further 
reinforcement afforded by the Tydings’ 
Bill—hold out to the vast number of 
manufacturers, wholesalers and_ inde- 
pendent retailers, a prospect of relief 
from the pernicious practices of preda- 
tory price-cutters, which should be 
supported and pressed forward with 
the utmost energy. The recent public 
utterances of the price-cutters, clearly 
reveal their dismay. 

I therefore venture to recommend to 
your Institute the adoption of a resolu- 
lion, expressing high appreciation of 
the Supreme Court’s decision and of 
the Fair Trade Acts upon which it is 
based; and also a strong recommenda- 
tion to Congress for the prompt enact- 
ment of the Tydings’ Bill. 

I must not omit to mention that this 
phase of the subject, namely, the re- 
pression of price-cutting, is intimately 
and favorably connected with the pro- 
hibitions against price-discriminations 
which constitute the principal purpose 
of the Robinson-Patman Act. 

Taking these two branches of the 
subject together, I think it proper to 
say that the time seems not far dis- 
tant when the business of this coun- 
try, in respect of price-cutting and 
similar practices, can place itself 
upon the higher level occupied by 
the business communities of all 
other civilized countries, and notably 
of Great Britain, whose system of 
jurisprudence is widely accepted as 
an example for our country. 

Let the warfare against the bane- 
ful and wholly selfish practice of 
price-cutting, now go forward with 
vigor and with the assured prospect 
of full success. 


The Hardware 


Business Exciting 
(Continued from page 85) 


a thrill will last you several days! 
Did anybody ever think the hard- 
ware business lacked thrills? I 
don’t think so. 

Thrills, excitement, adventure! 
That’s the hardware business as I 
find it. Always something inter- 
esting. Always something new. 

Then there is a thrill in just 
walking to work. As I write this 
we are locked in a magnificent ice 
storm. We awoke this morning to 
look out upon a world of frozen 
grandeur. I ate my toast walking 
from window to window admiring 
the spléndor of the living Christ- 
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—TO HOMEOWNERS 
—TO GREENHOUSES 
—TO GARAGES 


RED-CAP 


GARDEN HOSE COUPLING 


SNAPS ON! SNAPS OFF! WON’T 
LEAK! WON’T SLIP! PREVENTS 
HOSE KINKING! 





LIST, complete 
(Extra faucet ends, 25c) 


HOUSANDS of hardware dealers have 

discovered this unique, useful Bendix 
Red-Cap hose coupling is a lively, profitable 
item. Its market is enormous—home owners, 
greenhouses, garages are all splendid pros- 
pects—and it sells on sight! 


One size—one style—fits any standard 34 
inch hose coupling. Easy to install—no tools 
needed. Simply screws on. Snaps off only 
when collar is given a simple quarter turn of 
the fingers. Won't come off accidentally. 

Packed one dozen in handy, attractive dis- 
play cartons. Distributed through hardware 
jobbers and dealers. Order from your jobber 
—or from us, and we will ship through our 
nearest jobber. 


NATIONALLY ADVERTISED 


in the popular home and garden magazines! 


ECLIPSE MACHINE COMPANY 
(Subsidiary of Bendix Aviation Corporation) 
ELMIRA, NEW YORE 


Makers of the world-famous Bendix Starter Drive 
and the “Morrow” Bicycle Coaster Brake 


SEND THIS COUPON NOW! 
ECLIPSE MACHINE COMPANY 
Dept. H-6, Elmira, New York 
Please send me full particulars about the 
Bendix Red-Cap Garden Hose Coupling. 
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BUILT © 
Like a Watch 


Precision is the watchword 
in every step of producing 
an Constant Level Oil 
Valve. Every part is design- 
ed and built to function with 
the accuracy of a watch. 


A simple study of the cross- 
section of the Model 240- 
KR shown above will reveal 
why more and more manu- 
facturers are adopling 
Controls as standard equip- 
ment. Their extreme sim- 
plicity, foolproof operation 
and durability are advan- 
tages that cannot be ig- 
nored. 


To guarantee that the user 
of an Model 240-KR 
valve is getting a perfect 
control, each unit is given 
a 100% inspection under 
actual operating conditions 
with the proper head of oil. 
This test covers a period of 
2 hours. 


For your own pro- 
tection, specify 
that the stoves you 
sell be equipped 
with {fp} Constant 
Level Oil Valve. 
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WISCONSIN 


mas card scene in which we found 
ourselves. 

Every tree, bush, vine, twig and 
fence post has been transformed 
into fantastic beauty, glazed with 
dazzling crystal and studded with 
gems beyond price. All is beauty. 
All is loveliness. The Sun God 
rose in a haze of softest pink, then 
bolder grew and gemmed the trees 
with tourmaline. But no sooner 
had he wrought his roseate artistry 
than he whimsically changed it 
all to rock crystals and diamonds. 

Where yesterday were unsightly 
telephone and electric light wires, 
today is woven marvelous fringe, 
festooned and garlanded exquis- 
itely against the sky. 


Unsightly back fences are no 
longer there but in their place 
today is intricate, glistening won- 
der-work crocheted in ice by a 
lavish hand. 

I could hardly wait to don my 
wraps and walk to work through 
this exquisitely beautiful fairy- 
land. Yes, it’s a joy just to walk 
to work. 

Our banker has our financial 
statement. He can have our oper- 
ating statement any day he wants 
it. But it won’t show our best 
withdrawal. It won’t show the ex- 
citement, the thrills, the merri- 
ment and the blood-tingles. But 
we get ’em just the same. 


Olney, Ill, Merchants Pool Efforts 


(Continued from page 76) 


buying habits are no exception 
nor less powerful when once estab- 
lished. Through the appeal of the 
events on the program, it was 
thought that the buying habits of 
many people could be changed, 
by attracting folks from the outer 
edges of Olney’s trading territory 
to the town to enjoy the special 
events. This premise has been 
proven correct, and people are 
traveling longer distances than 
ever before to do their shopping 
in Olney. 

Visitors attracted by the events 
cannot help but notice attractive 
window displays, well - stocked 
stores, and the bustle of activity 
and enthusiasm’ that permeates 
the town’s business atmosphere. 
It is not unusual for such visitors 
to buy one or two articles on the 
impulse of the moment, and they 
become acquainted with a few 
merchants. As their trips to Olney 
become more frequent, their pur- 
chases increase, and they tend to 
think more and more of Olney 
as their trading center. Often the 
result is that the local stores have 
developed a new and steady cus- 
tomer. 

One specific example of how 
the program works is shown by 
this incident: A farmer living 
many miles outside Olney’s natu- 
ral trade area, brought a team of 
mares to Olney to exhibit in the 
Association’s annual Horse and 
Mule Show. His team won first 


prize in their class ($5), and the 
farmer spent the prize money at 
a local store for a musical instru- 
ment. He also bought a manure 
spreader, a set of harness and 
some clothing from other Olney 
firms, spending more than $125 
during his day’s visit. 

A short time later the same man 
returned to Olney and purchased 
winter clothing for his entire 
family. This man told a local 
dealer that he had never made a 
purchase in Olney prior to the 
day of the Horse Show, and had 
previously been there only when 
he was enroute to some other 
point. Since then, this man has 
often been seen shopping in Olney 
and local merchants have every 
reason to believe that he is now 
one of their regular patrons. 

The three local retail hardware 
firms who are supporting the pro- 
gram are the Bruce Piper Hard- 
ware, the Wieland-Goudy Hard- 
ware Co., and the Ben Murray 
Hardware Co. Principals of these 
firms concurred in expressing the 
opinion that the program has been 
decidedly worthwhile, with all 
three also agreeing that direct 
benefits, as in all other activities 
of similar nature, depend on the 
amount of effort contributed by 
each individual firm, and on how 
closely they tie-in their store’s 
promotional and merchandising 
plans with the program as a whole, 
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and. with each special community 
event in particular. 

Salient details relative to the 
events on the year’s program 
which ended Oct. 1, 1936, may 
be summarized as follows: 

October, 1935—Fall Festival 
and Hallowe’en Frolic. Merchan- 
dise prizes provided by stores for 
displays of farm products. Ex- 
pense for cash prizes for best cos- 
tumes, band, wiring on stand, 
prize ribbons for farm display, 
etc, $102.74. 

November, 1935—Had Turkey 
Fly on Saturday before Thanks- 
giving, throwing out turkeys, 
chickens, ducks and guineas. Ex- 
pense, $86.87. 

December, 1935 — Gave prize 
for best Santa Claus. Distributed 
1000 “cat” balloons to children. 
Erected Christmas Tree with deco- 
rations and lights. Expense, 
$105.64. 

January, 1936— Dollar Day. 
Paid cash prizes for oldest silver 
and paper dollars resulting in a 
very interesting display. Expense, 
$78.00. 

February, 1936—Gave $20.00 in 
prizes for best Valentines made 
by school children, with excellent 
response. Sponsored the WBBM 
College Inn Revue. Expense. 
$52.00. 

March, 1936—-Horse and Mule 
Show with sixty entries. Ex- 
pense, $110.00. 

April, 1936— Stunt program 
with dive into net from ladder by 
Delano, and Funny Ford act. Ex- 
pense, $75.00. 

May, 1936—Paid for treats 
given to 1500 children from the 
county schools in the Annual May 
Day Parade. Arranged for Ted 
Allen, World’s Champion Horse 
Shoe Pitcher to give exhibitions. 
Expense, $15.00. 

June, 1936—Annual Pet Parade 
with 160 children exhibiting their 
pets. Cash prizes and candy for 
each child. Expense, $38.00. 

July, 1936—Promoted the “Fri- 
day is Saturday” program on 
July 3, with daredevil stunts by 
Captain Perkins. A local auto 
firm cooperated by paying for the 


stunts with a car. Expense, 
$25.00. 
August, 1936 — Semi - annual 


Dollar Day. Local banks cooper- 
ated by bringing in 2000 new sil. 
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ver dollars which were distributed 
through the stores to advertise the 
Dollar Day bargains. Provided 
attendance prizes and prizes for 
Kiddie Car and Pushmobile 
Races. Supplied band to play at 
picnics in neighboring small 
towns. Expense, $62.00. 

September, 1936—P rovided 
prizes for contest to select Miss 
Richland County and two atten- 
dants for Mardi Gras at Herrin. 
Also offered cash prizes for best 
clowns. Expense, $42.00. 

New events are introduced from 
time to time, with a recent one 
being a small one-ring circus 
which delighted the kiddies, and 
which, due to circumstances, was 
available for the engagement for 
the moderate cost of $25.00. On 
a recent Saturday, a HARDWARE 
AGE representative visited Olney 
and found a Baking Contest was 
being conducted for the ladies, 
under the sponsorship of the “Ad- 
vertise Olney Association.” An 
empty store building, convenient- 
ly located in the business section, 
was used for the exhibition held 
in connection with the contest and 
166 entries, most of which showed 
a high degree of culinary skill, 
were attractively displayed on a 
long temporary table. Cash prizes 
totaling $63.00 were provided. The 
contest was supervised by the 
Home Economics Dept., of the 
local High School, and the prizes 
were awarded by four competent 
lady judges. 

The events that have been so 
successful that they are regularly 
scheduled are the Fall Festival, 
Turkey Day, Christmas Event, 
Valentine Contest, Horse Show, 
Pet Parade and May Day Parade. 
An interesting sidelight on the 
latter event is that the candy 
treats for Olney school children 
are paid for with an appropria- 
tion regularly made by the local 
school board, while the same 
treats for the county school chil- 
dren are provided at the Asso- 
ciation’s expense. 

Other events that have been 
sponsored by the Association were 
a Baby’s Health Clinic, which ex. 
amined 100 babies to choose the 
healthiest baby, a Quilt Show, a 
Cooking Contest, and a “Made in 
Olney” Show, embracing an ex- 
hibition of all products of local 
manufacture. 





















POSITIVE 
PERFORMANCE 
LONG LIFE... 





It is not strange that the 
Constant Level Oil Valve has 
become so tremendously pop- 
ular with manufacturers of oil- 
burning space heaters. 


As the pioneer of self-con- 
tained constant level valves, 
the {p) Model 240-KR has set 
the pace with features that 
defy comparison. 


For instance, note these; Die- 
cast parts, all treated against 
corrosion. 


8 square inch monel metal 
oil strainer. 


Patented Trip lever safety 
shut-off for main oil flow. 


, Screw adjustment of oil level. 
High fire adjustment. 
Low fire adjustment. 


Final adjustment and 2 hour 
testing of completed assembly 
under actual operating con- 
ditions. 





Tamper-proof skeleton cover 
affixed before testing. 












Avoid service com- 
plaints by specifying 


Constant Level Y ; 
Oil Valves on the _— 
o= OMETRIC 


Space Heaters you sell, 
AUTOMATIC PRODUCTS COMPATY 
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You can sell CLIPSHAVE with con- 
fidence because it is without question the 
greatest value in the market today. It 
has exclusive features such as the two- 
way shearing head with V-shaped notches, 
and a triple-impulse motor that is a mar- 
vel of swift, silent power. CLIPSHAV- 
ING is the modern way to shave—for 
smoother, cleaner, faster shaves. For 
neat, professional trimming of sideburns, 
beards and mustaches, CLIPSHAVE 
can’t be beat. Women like it, too, for re- 
moving superfluous hair easily and safely. 
CLIPSHAVE is clogproof, self-sharpen- 
ing, self-cleaning. Operates economically. 


' There are real profits for you in CLIP- 
SHAVE—the ten-dollar seller with great 
potential volume and a good mark-up. 


CLIPSHAVE is doing its part to boost 
consumer demand with a powerful adver- 
tising campaign now appearing in such 
national magazines as The Saturday Eve- 
ning Post, Collier’s, Time, Liberty, Es- 
quire, Life, American, and many others. 


Purchase through your wholesaler or 
write for full information on discounts, 
display material, etc. to 


CLIPSHAVE, Inc. 


11 North Pearl Street 
Port Chester, New York 











Farm Yard Trade 


(Continued from page 77) 


tion addressed to the attention of 
a salesman in the store. This 
makes the farmer feel that he is 
getting special attention and also 
provides the store with a record 
to enable it to give proper credit 
to Mr. Stebbins for inducing the 
farmer to call at Erie Hardware 
Co. 

Mr. Stebbins takes along as 
many items as he thinks a farmer 
will be interested in at the par- 
ticular time he is calling. When 
it is not possible to give the 
farmer merchandise right at the 
time of call, deliveries are made 
by the company’s delivery truck 
or Mr. Stebbins will deliver the 
merchandise himself. Some mer- 
chandise is sent by parcel post, 
express or by means of a parcel 
delivery service. He is also au- 
thorized to accept orders for any 
merchandise the store regularly 
carries or is in a position to 
obtain. 

The display truck was built of 
Masonite and three-ply wood and 
is finished in brilliant red paint 
with yellow trim ~.d lettering. It 
is a real fire engine red—too bril- 
liant for anyone to overlook. There 
is ample room inside for display- 
ing rolls of roofing, large saws, 
harness—part of a set always be- 
ing carried in the truck—and a 
variety of good-sized hand tools. 
A stepladder hooked to the rear 
of the truck gives Mr. Stebbins 
and his customers easy access to 
the display and ample illumina- 
tion is provided by two electric 
lights in the ceiling. 

On each side of the truck there 
is a glass-covered display window 
used for showing poultry supplies, 
spraying needs, saws and other 
tools, etc. These windows, which 
are closed from the inside, are 
miniature show windows. 

Although too new a part of the 
company’s activity to determine 
just how great a sales builder the 
truck is, there is no doubt that it 
creates good-will and is a most 
unusual advertising feature. Fall 
and spring months are the ideal 
months for the use of such a plan 
when the back roads are in good 
condition. 
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Your Giibreinist! 


The Most Revolutionary Idea 


In Merchandising Grass Seed 






Sealed all metal cans 
with sifter top. . . 


A grass seed so fine it is pro- 
tected by air-tight cans. Show 
customers analysis on each can 

. less than 0.3% weeds... 






90% perennial. Can is used 
as shaker to sow seeds more 
economically. Cans are easy to 


keep clean, a protection against mice, and a chance 
to make more profitable sales. Free selling helps. 
Write about our Lawn Seed Merchandiser and Lawn 
Library. 


Write-Grass Seed Division 


F. H. WOODRUFF & SONS 


Milford, Conn.; Bellerose, L.I.; Toledo, Ohio 








DENISTON 







‘Lead Seal” NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘Lead 
Seal’’—the lead under the head and down the 
shank actually plugs the nail hole with lead! .. . 
Ask your jobber or write us for samples and dem- 
onstrator blocks 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 





| gente and MACHINISTS 


rywhere 
ee ne because their 
ighted ¢ powerful, true, 
cunt blows. Their tough 
(Compressed water buffalo hide) in- 
omg are 


oa oolontle — sale makes 


Soy “soft” hammers, mallets, 

, all sizes. Write for circular. 
Chicago Rawhide Mfg. Co. 
1285 Elston Aveoue, Chicago, U. S.A. 



















are possible with the handy household package of 
GARDINER Repair-All Solder. Retailing for 18 
cents this fast = a item meets chain cure com 


petition and gives a full margin of profit as 


well. GARDINER Solder is better solder . . . does 
neater and cleaner work. Packed in attractive tins, 
and each counter display box contains 10 tins of 
——_— Repair-All Solder. Order from your 
jobber. 











S : 
4821 So, Campbell Ave., Chicago, Ifl. 
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$6 to $29.00 List 





Finish: Opalescent Windsor Creen with fan 
blades to match, cadmium plated guard. 


DUTIN FRONT FOR 1937 


Bigger values than ever — twe 
quiet type fan lines improved 
mechanically and_ electrically. 
The ‘“‘Cool Spot” line offers a 
new measure of quality at lower 
prices. You won't experiment, If 
you sell Signal Fans. are 
known, tried, proven, and ae- 
— backed by. a well 





ow. 
Pee 2a xesmeiis-s § information, prices, and discounts 


upon request. 


SIGNAL Carpi SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 
Offices in all princtpal 
citles 


COOL SPOT 8 +016 








DO NOT DELAY PLACING YOUR 
STOCK ORDER FOR 


HINDLEY WIRE GOODS 


Save Time and Trouble NOW. 


\ 


WIRE GOODS COTTER PINS 
SCREW HOOKS SCREW EYES 
GATE HOOKS & EYES 


MFG. CO., 60 JOHN ST. 
HINDLEY VALLEY FALLS, R. I. 











Horse & Mule 
Shoes 


Hand puddied 
bar iron and 
iron rivets 


THE BURDEN IRON COMPANY 


Established 1809 
TROY, N.Y. 
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GUNSHINE 


Process 


-h 
, Frenne 
cHAM 
ea en ee, 2 ee - 
ASK: YOUR JOBBER 


HOYT & WORTHEN 
TANNING CORP. 
HAVERHILL MASS. 











PASHA Report 


(Continued from page 128) 


so that their assistants might attend, 
while sessions were suspended for 
the day. 

D. J. Howard, of the Pittsburgh 
Chamber of Commerce Paint Up 
and Clean Up Campaign, told the 
Thursday session how the hardware 
dealer may benefit from a campaign 
in his own town and urged him to 
write the Campaign’s headquarters 
in Washington for details of getting 
one started. He pointed out that in 
Pittsburgh 163,000 school students 
had enrolled to help make the city 
Paint Up and Clean Up. 

Charles H. Isaacs, of Indian- 
apolis, substituted for H. P. Sheets, 
who was absent due to the death of 
Paul Stokes of the National Retail 
Hardware Association’s _ statistical 
staff. Mr. Isaac’s talk developed a 
plan of merchandising for inde- 
pendent merchants. Intelligent buy- 
ing, correct buying, correct pricing. 
sales planning, sales promotion and 
proper equipment and _ services, 
were the vital points in the plan. 
He stressed the value of odd cent 
prices and figures ending in 0, 5 and 
9, the last being the most couch 
Chain stores, he said, will find out 
the most rapid turning size of a line 
and stock only that, while the inde- 
pendent will be found carrying all 
the sizes made. He urged dealers 
to use the bulletin service of the 
Association, pointing out that many 
dealers belong to the Association 
for years and use only a few of the 
many services they are entitled to. 

Dr. G. W. Allison, Edison Electric 
Institute, New York, gave a strong 
talk on kitchen modernization, point- 
ing to the great building boom now 
in progress and increasing daily. At 
present some 6,000,000 homes are 
needed. and Dr. Allison gave im- 
pressive figures to show the great 
deficit in homes. People are mod- 
ern-minded today and the builder or 
investor will not build a home that 
is not modern. The investment will 
be protected over a greater number 
of years if modern appointments are 
included. On the practical side he 
drew a parallel between straight 
line production in factories today as 
compared with the hit or miss ar- 
rangement of kitchens. This _ is 
being rapidly changed through 
beautiful pictures in the advertise- 
ments in magazines. The speaker 
gave his hearers much to think 
about when he pointed to the large 
number of items of hardware and 
allied lines sold by the hardware 
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“YANKEE” VISE CLAMP 
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@ “Yankee” No. 1993 Vise with swivel base. 
REMOVABLE from swivel base. Is both a 
bench vise and machine-tool jig. Accurately 
machined for use on either side or end, as 
well as base, for work anywhere the crafts- 
man pleases. On bench—at drill press—in 
shop, home, garage. No. 1993 Vise (31,” 
open), advertised price, $9.90. Smaller and 
larger sizes, $3.75 up. See ““Yankee”’ Catalog. 




















@ “Yankee” Vise Clamp.—Holds “Yankee” 
Vise securely to face plate. Gives rigidity 
and acewracy, for drilling and machining 
operations. Made in two sizes: No. 2992, for 
use with Nos. 992 or 1992 Vise, $1.35. No. 
2993, for use with Nos. 993 or 1993 Vise, $1.80. 


Shown above. Holes having been drilled, 
clamp and vise are quickly and easily moved 
into a handy position for tapping. 


ALSO “YANKEE” No. 990 
without swivel base 


@ Yankee” Vise 
No. 990.— With- 
out swivel base. 
Accurately ma- 
chined to sup- 
port work 
squarely on face 
plates. Holds 
irregular shapes, tapered, round. Removable 
swivel jaw. Jaw width, 2%”. Advertised 
price, $3.30. 


seu eee COUP ON eseacan 


North Bros. Mfg. Co., Philadelphia, U.S.A. 
Order “Yankee” Vises from your jobber. 
Use this coupon to get catalog of ‘“Yankee”’ 
Tools that sell for home workshops. 





Not for use with ‘*Yankee’’ Clamp 


SEAR DORI aecicncecisninsisseisinsisbacdeenteasaanbsmnnndaniesetinanapiadteniiaiiasnade 


Bi siccatiinititiaiisciiiaiaciiitniianl sicikccemiltaiaciiee sie eld (Hasit) 


155 

















The Wake 


It was a sad, sad case. About Mr. 
Freezer Business. After a fairly long 
and useful lifetime he had come upon bad 
days and was dying by inches. It was 
noised about that he was gasping for 
breath. Reports even had it that he was 
dead; and friends, remembering when he 
had been quite a lusty fellow, were pre- 
paring to attend his wake. They even 
talked of taking up a collection so that 
he could be decently buried. 


He Lives Again 


But it’s a funny thing about Mr. Freezer 
Business. He wasn’t sick at all. He was 
merely suffering from ill-fated neglect. 
They sent up Doc Penguin from the 
Conco Organization, to see what he could 
do. He felt the pulse and he did plenty! 
He gave the patient an adrenalin shot of 
color and pep and streamlining design, 
made a slight incision and cut out an 
insipient tumor of lack of promotion and 
proper attention, left some pills of dealer 
sales helps, and sent over a_ smiling 
blonde nurse whom we _ shall call 
Ziphrenea — Zip for short. 

The patient is now up and about and 
showing signs of being his former great 
self. They have even named a national 
promotion campaign after him. Oldsters 
who “knew him when” and youngsters 
whose pa’s and ma’s have told what a 
swell guy he was, are rallying around. 
He’s really the Business he used to be. 


Doc Penguin (and his helpers 
Husky, Dolly Madison, Igloo, and 
Zephyr) want to know if you're 
stocked up yet, ready for the sum- 
mer biz. 


Division of H. D. Conkey & Company 
MENDOTA @ ILLINOIS 
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man that enter into the moderniza- 
tion of a kitchen—paint, linoleum, 
utensils and many others. Automo- 
biles, he said, had reached. great 
sales levels largely through the use 
of beautiful pictures that visualized 
the satisfaction of owning one. The 
plumbing supply manufacturers had 
done a similar job and now those 
making new kitchen equipment are 
on the same road to great sales. As 
a first step the hardware man may 
take the merchandise already in his 
store and arrange it in the most 
appealing manner to suggest and 
visualize the modern idea. 

M. D. Bachrach, Pittsburgh, 
stated at the Friday session that in- 
direct taxes now account for ap- 
proximately 62 per cent of the 
government revenues. Where here- 
tofore most of these revenues came 
from direct taxes, chiefly income 
tax, they now derive from such in- 
direct taxes as those on tobacco, 
gasoline and the various excise 
taxes. These indirect taxes, being 
concealed in the selling price, are 
not generally apparent to the public 
but they are of vital concern to the 


retailer. They eventually find their 
way into increased cost of mer- 
chandise. The retailer is the last 


stand in the merry game of passing 
the increased cost around and if the 
consumer refuses to accept the for- 
ward pass, the retailer is thrown for 
a loss. 

The increasing burden of indirect 
taxes has definitely reduced the 
average retail markup with the re- 
cult that retailers are finding it more 
difficult than ever before to earn a 
gross profit on sales which will be 
sufficient to cover expenses and 
leave a profit. 

Not only the United States Gov- 
ernment, but all of the separate 
states are constantly increasing the 
tax load. Pennsylvania already has 
the unique distinction, by virtue of 
its five-mill capital stock tax and ten 
per cent income tax, of taxing or- 
dinary business corporations more 
heavily than any other state in the 
Union. 

As an illustration of the heavy 
tax burden upon a small Pennsy]- 
vania corporation, take the case of 
a retail hardware business incor- 
porated for $50,000 doing a volume 
of $100,000 per year and earning 
a net profit of $6,000 before deduct- 
ing federal and state taxes. The 
combined federal and state tax bill 
for this company in the year 1937 
will amount to $1,938. 

Retailers should be particularly 
watchful of newly imposed “emer- 
gency” taxes. Almost every tax 





SCOUTS KNOW 


“IT CUTS LONGER 
BETWEEN 
SHARPENINGS” 


As the camping and 
hiking seasons open, 
there’s money to be 
made selling the 
Collins Official Boy Scout 
Axe ... approved and li- 
censed by the National Boy 
Scouts of America. 

Collins also makes a com- 
plete line of Axes, Hatchets, 
Picks, Mattocks, Bush 
Hooks and Hoes. Your job- 
ber will supply them. The 
Collins Co., Collinsville, 
Conn. 







For 110 years this trade mark 
has been the guide to the best 


in axes. 
dtermimus 


BELT LACINGS 
STEELGRIP is a stronger 
lacing for all power and 
conveyor belts. Clinchas 
smoothly into belt, com- 

@, presses ends, prevent fray- 


= ing, 2-piece hinged rocker 
V 
wat) ) 
Y 
—, 


In boxes or 


WIREGRIP comes on proc- 
essed cards that prevent 
waste — every can 
used. Protects fingers. Ap- 
plied with a wire grip or Bor 
any other standard Belt ; 
Lacing Machine. \ 


ARMSTRONG-BRAY & CO. 
“The Belt Lacing People” 
304 N. Sheldon St. Chicago, U.S.A. 


i) 


pins. 8 sizes. 
long lengths. 


Write for Circular 
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SLIPKNOT 
FRICTION 
TAPE 


PLYMOUTH RUBBER COMPANY. Inc 


CANTON, MASS 


EEE 


Your Jobber Has It 


also 
SLIPKNOT CEMENT-ON 


RUBBER SOLES 




















ROCHESTER ADJUSTABLE 
SASH BALANCES 
*) A product of Guar- 
°| anteed quality. Real 
profit in handling 
them. 
, : Write for prices. 


Rechester Sash Balance (Co.. Ine. 
Rechester, N. Y. 
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ICE TONGS 


That Carry a Profit 
Plain Handle 
Swell Handle 
Chain Handle 
Household 


Ask your Jobber or write us. 


CHARLES HESS CO., Inc. 


49-16 Metropolitan Ave., Brooklyn, N. Y. 











STREL MORTAR HODS 
No dripping onto 
the user’s back. 
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rite for prices. 
The Cleveland Wire Spring Ce. 
e rs 88th St. and Hamilten Ave. 
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which is now in effect was originally 
imposed as an emergency measure 
accompanied by a legislative prom- 
ise that it would be in existence a 
short time only. The emergency may 
pass but the taxes usually go on. 
The only solution to this problem is 
united action through the various 
associations of retail dealers. The 
pressure of informed public opinion 
is the surest weapon against extrava- 
gant government spending and re- 
sultant high taxes. 

The entertainment features of the 
convention were among the best in 
recent years. They included the 
frolic on Wednesday, attended by 
about 2,000 people; when Professor 
Fitzgibbons gave his demonstration 
of “Concentration and Applied 
Psychology,” and the guests engaged 
in dancing afterward; the annual 
ball on Thursday evening when 
some 3500 were present; the ladies’ 
bridge party on Wednesday; ladies’ 
theater party Thursday afternoon 
and the Twenty-five Year Club Ban- 
quet, Tuesday noon. 

The 1937-8 officers are as follows: 
Jas. T. McCullough, president, Kit- 
tanning, Pa.; E. Hulings Antrim, 
lst vice-president, Camden, N. J.; 
Geo. E. Corcelius, 2nd _vice-presi- 
dent, Huntingdon, Pa.; H. D. Whiel- 
don, 3rd vice-president, Greenville, 
Pa.; Glenn W. Pearce, secretary. 








Here is Albert J. Wepler, one of the 
master brush-makers of The Wooster 
Brush Co., Wooster, Ohio, holding his 
two-millionth W ooster brush. Mr. Wep- 
ler has been in the employ of the com- 
pany for 30 years, 26 of which have 
been as a brush-maker. By the term 
brush-maker is meant those skilled me- 
chanics who perform the first opera- 
tion in the assembling of a brush, 
actually forming and shaping it by 
hand and inserting the bristles into the 
ferrule or binding. It does not mean 
doing all the many operations to make 
a completed brush. 














EXTRA! 


Thousands of Electric 
Flasher Displays 
Shipped First Month 


EXTRA! 





[GAT OW 


FREE! 


Electric Salesman Electric Theatre Deal 
Deal No. 1010 of 10 S820 of 28 sponges. 
Retail value $15.35. 





Asst. Chamois. Retail 
value $10. 


More Windows Flash 
Extra Money into 
Cash Registers 


@ Our stock of combination Electric 
Flasher-Dispensers were expected 
to last through the spring. The 
news got around. Retailers saw 
their chance to make big time 
money. Orders poured in from 
Maine to Texas. . . from New York 
to California. Jobbers sent in an 
S. O. S. We ordered a new supply. 
And now the demand is getting 
into high gear. 


SPONGE and CHAMOIS 
SALES BOOM! 


@ Our very popular displays not 
only help make Anna & Andy 
Chamois and Sponges “go like hot 
cakes” but actually boost every 
item in the store by drawing the 
crowds to your window. 


ASK ABOUT OUR OTHER 
FREE DISPLAYS 





FREE! 


Chamois Asst. No. 
333, 1 skin each to 
retail at 50¢, 75¢ 

$1.00, $1.25 and $1.50. 
Total retail value $5. 


Andy Sponge Asst. 
No. 9. 4 each to re- 
tail 50¢, 75¢, $1.00. 
Retail value $9.00 


@ Order these fast moving items. 
Several types of displays available. 


IF YOUR JOBBER CAN'T SUPPLY YOU 
SEND US HIS NAME AND ADDRESS 


AMERICAN SPONGE 
& CHAMOIS CO., Inc. 


New York San Francisco 


“DEMAND BY BRAND” 


Good Housekeeping 
Approval 

















DIETZ 
LANTERNS 
Ch, invitation to "Sell 


Dietz Lanterns” is a profit- 
able invitation. 


Science and invention have 
not yet produced a portable 
light that excels a Dietz Lan- 
tern for trouble-free useful- 
ness and readiness to serve 
when called for — whether 
every day or years be- 
tween. No deterioration— 
always ready. 


The Covington, Ky., mother 
who recently used two old 
Dietz Lanterns to furnish the 
only light the family had, 
when floods shut off electric 
power, is typical of the 
thousands of people who 
look for their lanterns when 
electric power fails, or who 
then would pay almost any 
price to get one—if they 
could. 


There are many families in 
your community who are 
awaiting your invitation to 
buy a Dietz Lantern NOW 
if only for emergencies. 


ee ee 0 ew Ae 7 
NEW YORK 


MAKERS OF LANTERNS FOR THE WORLD. 
Founded 1840. 
Output Distributed Through the Jobbing Trade 
Exclusively. We Do Not Sell Chain Steres, 
Catalog Houses, or Syndicate Buyers. 
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Great Oaks from 
Little Acorns 


(Continued from page 106) 


letter to that effect. He replied 
that he could not do that, as he 
did not wish such an arrangement 
to be known in their office. So I 
took a small notebook out of my 
pocket and said:—‘Mr. Palmer, 
if you will not write us a letter, 
will you make a memorandum of 
this protection in this notebook?” 
He said:—‘“Write it out and I will 
initial it,” which he did. In a few 
weeks Gates was successful in 
causing a reduction in price of 
nails, of one dollar a keg. It was 
generally believed that he forced 
this reduction because he was 
short of steel stock in Wall Street. 
Then I went to Chicago to get a 
credit on the nails we had in stock, 
and found that Mr. Palmer had 
been transferred to Cleveland. 
However, Frank Baackes and Mer- 
riman were there. I told them my 
little story, and showed them my 
memorandum book. They shook 
their heads. They didn’t see how 
it could be done. Just at that 
moment Judge Gary happened 
to walk into the office, and I re- 
peated my story to him, and 
showed him the notebook. He read 
it, turned to Baackes and said:— 
“Give them the credit. That 
memorandum is a cleancut legal 
contract, just as binding as if it 
had been written out, signed, wit- 
nessed, sealed and delivered by a 
dozen lawyers.” So we got our 
credit which amounted to some 
nine thousand dollars. 

I have told this story knowing 
these facts may be of value to 
others. I would suggest if you 
make any memorandum book con- 
tracts, however, that it might be 
just a little safer to have a witness. 
“Dennie” and I had a good laugh 
when we talked over this experi- 
ence. 

To look at Dennis Merriman 
one would think from his appear- 
ance and manner that he belonged 
in the State Department in Wash- 
ington. One would not think that 
as a young salesman he had 
roughed it in practically all of our 
western states. He spent a lot of 
time in Oklahoma while it was 
Indian territory. He covered 





Townsend 
Wire Stretcher 


With this implement the person 
stretching the wire can quickly and 
easily nail it to the post from 
which he is stretching with- 
out assistance. 


Made with 3-ft. wooden 
lever, to which is at- 
tached sturdy malleable 
iron pinchers, into 
which are riveted Ser- 
rated Steel Grips wwar- 
ranted not to slip. 


It stretches to the last 
post at the end of the 
fence as well as to any 
other. Works equally 
well on plain, twisted, 
barbed wire, or woven 
wire. Also ideal for 
tightening bands and 
wire on large shipping 
boxes, crates and bales. 
Profitable seller. 


Will last 25 or 30 years. 


B. W. TOWNSEND 
Painted Post, N. Y. 
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The Most Complete 
Exhibit of Toys and 
Kindred Lines Ever 
Assembled! 
. 


In addition to permanent sales 
rooms, conveniently located, five 
floors at the 


HOTEL McALPIN 


will be devoted to exhibits under 
the management of the Toy 
Manufacturers of the U. S. A., 
Inc. 


For Information Address 
TOY MANUFACTURERS 
of the U. S. A., Inc. 
200 Fifth Avenue, New York, N. Y. 


ta \' Am 41)°2 4 
April 5° to V7” Oh vA 
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$1.00 MODEL FREE 
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© BEATERS 


Many merchants are allowing their 
VALUABLE egg-beater business to get 
away from them in 2 ways by lack of 
foresight: 


1. By believing women want the cheaps 
found in national chains (no Ladds there). 


2. By trying to compete with such by 
stocking same kind or quality. 


Both wrong. This profitable business 
your salesmen can_ develop through 
LADDS ONLY, 50¢ to $1.50. Quality is here 
again, and every woman wants LADDS. 


To prove this, write us on your letter- 
head for FREE SAMPLE of LADD No. 
3, latest model, enclosing 20c stamps 
(covers max PP 15c, box 4c, ins. 5c). 


This best model ever made in your own 


hands, will convince you. DO IT TODAY. 


United RoyaltiesCorporation 
1133 Broadway, New York 












SIZE- 
MARKED 


SIMPLEX 


Pump LEATHERS. 


Consumers look for the size- 
markings on pump leathers to 
prevent mistakes and avoid de- 
lay. You will please your custom- 
ers and save time and worry 
with Simplex size-marked pump 
leathers. Available in two brands 
—LONG WEAR and STANDARD. 


Ask your jobber or write us for prices. 


SIMPLEX Mec. Co. 
Auburn N. Y. 
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Kansas, Missouri and Nebraska. 
He was on an MLK. & T. train in 
Indian territory when it was held 
up by Bob Dalton and his gang, 
and that night he slept on the floor 
of a hotel in Claremore with a lot 
of cowboys and other more or less 
desparate characters—before Will 
Rogers was ever known. “Dennie” 
told that incident to Will Rogers 
one evening in the Mayfair Hotel, 
Washington, where he was dining 
with Jessie Jones just about four 
days before Rogers took off on 
that western trip that ended in his 
death in Alaska. 

I have said that I would not 
praise my old friend. However, 
in concluding this article about 
him I wish to say that his most 
outstanding characteristic is his 
gift of tact and diplomacy. As 
E. C. Simmons once said:—“Let 
us cultivate the amenities, not the 
asperities of life.” That phrase 
just suits “Dennie.” He believes 
that every day in the year molasses 
will catch more flies than vinegar. 
In his position as general sales 
manager of the American Steel and 
Wire Company he has often had 
a very difficult role to fill. 

The United States Steel Com- 
pany in its efforts to stabilize the 
market often had to hold an um- 
brella over the trade. Smaller 
concerns, probably short of cash 
or attempting to break into the 
market, would call on Steel Cor- 
poration customers and offer cut 
prices. Now it is hard when a 
customer is giving you practically 
all of his business, to explain to 
him that it is not to the interest 
of the trade for you to meet such 
competition. Naturally the Steel 
Corporation, doing the larger part 
of the business could not meet cut 
prices from every little Tom, Dick 
and Harry in the trade. In years 
past it was often “Dennie’s” job 
not to cut the price, but to hold 
the customer despite these offers. 
That, as we all know, is a tough 
job. It takes diplomacy and tact 
to do it, and that is probably one 
of the many reasons why “Dennie” 
has been so valuable to his com- 
pany. 

I remember on one occasion | 
complained to Judge Gary about 
our giving the Steel Corporation 
practically all of our business, 
while we had lower prices offered 








This handso™ intl > 
Display Jy is ready Mand YOu 
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increase strong 


EAGLE MANUFACTURING CO. 
Wellsburg, West Virginia 
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~ end hook. STAINLESS 


UF KIN 


TAPES - RULES 


PRECISION TOOLS 





hi 
in demand 





72 inch. a inch 7 nickel Raper 
blade. meen end hook. 
plated case. : 






_ 72 inch. 7/16 inch wide 
‘nickel plated blade. Solid 


, STEEL case. — popular 


ay with . sal and oth 





» pay TAPE RULES 


5 - Should Be In Every | 


Dealer’s Stock 


Send for Catalog No. 12 


THE JUFKIN RULE £0 


SAGINAW. MICHIGAN, U.S.A. 


WINDSOR, ONTARIO 
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us by others. The Judge smiled 
and said:—“Well, we now have 
60% of the business in our line. 
As long as we can maintain that 
proportion, we are satisfied for the 
other fellows to have 40%. My 
idea of your situation is that you 
had better stick to us, buying most 
of your goods from us, but now 
and then if one of these price cut- 
ters comes around, give him a 
trial. Take his cut price and see 
what happens. It will be all right 
with us, as long as our proportion 
of ‘the business is 60/40.” 

Along this line of thought, let 
me tell of an experience we had, 
I think it was in 1902. We were 
buying our nails and wire from 
the American Steel & Wire Com- 
pany. Along came a new steel 
company of Pittsburgh offering us 
a price ten cents under the lowest 
prices we had received. Our buy- 
er placed an order with this new 
concern. We sent out a price ten 
cents under the market to our 
salesmen. Orders poured in, but 
the new concern in Pittsburgh did 
not ship. We sent a buyer to Pitts- 
burg to find the reason for the 
delay. It was explained that they 
were having technical difficulties 
in manufacturing, but would soon 
be shipping, possibly in a week. 
We waited a week, with our cus- 
tomers becoming more irritated 
every moment, clamoring for their 
nails at the cut price we had 
offered. Finally I took the train 
for Chicago one night, carrying 
with me all our orders. I saw 
“Dennie” and Mr. Baackes. When 
they looked at the orders we had 
accumulated, they whistled, but 
finally said they would accept the 
business at the same price that 
had been offered by the steel com- 
pany in Pittsburgh. I breathed 
a sigh of relief. Then they added 
that they were doing this just this 
one time, to get this troublesome 
competition out of the way. So 
they filled our orders and we 
made a profit, but of course we 
withdrew the cut price immediate- 
ly, and the market in our terri- 
tory was stablized. But I shall 
never forget when I left the office, 
Frank Baackes remarked:—“Now, 
young fellow, we have treated you 
very well indeed. We took you 
out of a very bad situation. In the 
future when you are offered a cut 
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Sell No. 023 
To The 
Customer 
Who Wants 
The Best 
Ball End 
Cutter 


Same 
as 024 
with 
Ball 
End 


/" all your dis- 
plays of build- 
ing = materials, 
paints, etc., de- 
signed to get 
this profitable 
business, do not 
forget to show 
Red Devil Giass 
Cutters. These 
cutters will give 
your customers 
best value for 
Send their money in 
for smooth, sure 
New cutting and long 
Catalog wear. 


LANDON P. SMITH, Inc. 
IRVINGTON, N. J., U. S. A. 
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Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


239 West 39th St, New York City 
© 
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SHERMAN 
Brass Fittings 


for 
Spray Outfits 
"Stand 
Heavy 
Pressure 
Fig. 63-A Fig. 65 


Made of Highest Grade Brass. Made 
to withstand the heavy pressures and 
severe usage to which Spray Fittings 
are subjected. 


Fig. 63-A shown Angle Y; Fig. 65 
Spray Head; Fig. 120 High Pressure 
Coupling. Many other fittings. A 
complete high grade line. Send for 
Literature. 


Sold through Jobbers. 


H. B. SHERMAN MFG. CO. 
Battle Creek Michigan 


ig. 120 






SHERMAN High Pressure . 
Coupling 


























mace 
Look for the ARMSTK Arm and Hammer 


ARMSI Stocks and Dies 






Chasers 
Must be 
‘“‘Backed-Off” 
Today 


ARMSTRONG BROS. Stocks are of Certi- 
fied Malleable Iron, accurately machined 
and now Cadmium Plated. Trim, balanced 
tools, they take the awkwardness out of 
pipe threading. 
ARMSTRONG BROS. Dies are Special Van- 
adium Tool Steel with “backed-off’’ teeth 
that start easily, cut with less effort, cut 
faster, smoother threads and come off pipe 
without tearing or jamming. 
Today pipe tool buyers know that dies must 
be ‘“backed-off’’ to eliminate ‘‘drag,’’ to 
cut smoother threads. They have also 
learned to look for the Arm-and-Hammer 
Mark as the guarantee of highest quality. 
Write 
for ARMSTRONG BROS. TOOL CO. 
og 


Cat “The Tool Holder People” 
314 N. Francisco Ave. 


Chicago U. 8. A. 
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price by concerns who go into 
business mainly with the idea of 
selling out, remember what hap- 
pened in this case.” I may add 
that this steel concern in Pitts- 
burgh never did deliver any nails 
and wire, and soon afterwards 
sold out. 

The Committee of Award, when 
they gave Dennis A. Merriman the 
gold medal for his outstanding 
service to the hardware trade, used 
excellent judgment, and this award 
I am sure will meet with the ap- 
proval of the entire hardware 
trade and steel industry. 





Improve 
Packing 


(Continued from page 81) 


(b) The individual box, wrapper 
or carton in which the prod- 
uct itself is packed. 


“It is of the utmost importance 
that our manufacturers ship their 
material in outside containers that 
will insure the product reaching our 
warehouse intact. Study should be 
given to make certain that the qual- 
ity of material now used for this 
container is such that it will stand 
any possible shipping strain or 
abuse that may occur in transit. 

“Referring to the individual box, 
wrapper or carton, the writer be- 
lieves that manufacturers should 
give more thought to the manner in 
which the average retailer may buy 
his product from the jobber. If 
manufacturers will pack their units 
so that the wholesaler doesn’t have 
to re-pack (thereby effecting a sav- 
ing in handling) it might both re- 
duce the cost of distribution and 
insure your merchandise reaching 
the dealers’ shelves in a manner 
which bespeaks the quality of the 
product. 

“Many manufacturers give no 
thought whatsoever to their indi- 
vidual packing—they have too large 
a quantity of an individual unit in 
a container, making it necessary for 
the wholesaler to break packages. 
Likewise, the material they use for 
packing is so flimsy that the pack- 
age doesn’t bear re-shipment. 

“Will you give the necessary 
thought and study to your packing 
to make certain that your product 
reaches the hardware retailer in a 
manner such as you, if you were a 
retail merchant, would want to re- 
ceive it and be proud to have it on 
your shelves.” 








SHEFFIELD 


JAPAN 
COLORS 


Years ahead—with tubes in metal dis- 
play rack. Essential colors only. 
All priced alike. Also in 1-1b. 
friction top, 2% Ib. and 5-Ib. 
press top cans. 


All popular colors in all sizes from 
4 x 4 lithographed tubes to 1 gal. 
cans. Beautiful, sales stimulating 
display racks. 


“SHEFFIELD 


PAINT — PASTE — POWDER 
Away out in front—with full line of 
packages of paste or powder—% 
Ibs. to drums. Ready mixed Paint 
and 2-compartment cans. We do 
all our own manufacturing— 
the paste, the powder and 
the bronzing liquid. Fin- 
est Quality. Surpris- 
ingly low prices. 





Kleen-A-Paint @ Three-Star Floor Cleaner @ Crack 
Filler @ Kieen-A-Brush @ Iron Enamel @ Bronze 
Powders @ and Woodfix 


Order from your Jobber Now 
Jobbers—Write for Discounts! 


SHEFFIELD 
BRONZE POWDER & STENCIL CO., INC. 


The Specialty House of Top Values 
3000 Woodhill Rd. Cleveland, Ohio 
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The Original 


LOCK-TWIST 
NETTING 





And, still 
the Greatest Value 


U. S. Poultry Netting—the fabric with 
the original LOCK-TWIST Weave—has 
set the standard of value for more than 
a quarter century. Today, as in the 
past, it maintains its acknowledged 
leadership because of its superior de- 
sign, its smooth, uniform weave and its 
outstanding, all ‘round quality. 


U. S. STRAITLOK and U. S. HEXLOK 
Poultry Nettings are first choice of 
buyers everywhere because they roll 
out flat; cut easily and without waste; 
stretch perfectly; give longer, more 
economical service; yet, cost no more. 


U. S. STRAITLOK (the perfect straight-line 
netting) is made in one-inch mesh, No. 20 
gauge; and two-inch mesh, Nos. 19 and 20 
gauges; Galvanized Before or After Weaving; 
standard widths from 12 to 72 inches. U. S. 
HEXLOK (the perfect hexagon mesh netting) 
is available in all fast moving widths and weights, 
Galvanized Before or After Weaving. The one- 
inch mesh comes in Nos. 19 and 20 gauges; the 
two-inch mesh in Nos. 16, 19 and 20 gauges; 
the 13¢ inch mesh in No. 16 gauge. All wires 
are COPPER-BEARING Steel. 


Ask your jobber or write for further information 
about the U. S. Poultry Nettings with the 
original LOCK-TWIST Weavel 


INDIANA 
STCEL & WIRE CO. 
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The Threat of Bad Trade Mark 
Legislation 


By CHARLES F. ROCKWELL 


Secretary-Treasurer, American Hard- 
ware Manufacturers’ Association, 
in a bulletin to his members 


Legislatures, in their quest 
for sources of additional 
revenue, have turned their attention 
to compulsory Trade Mark registra- 
tion as a source of income. Such 
bills usually provide that failure to 
register Trade Marks and Labels 
with the proper State authorities 
within a specific period of time, 
shall be construed as abandonment 
of any right or claim to their use. 
The multiple registration of Trade 
Marks and Labels necessary if each 
State enacted such legislation, would 
impose a staggering burden upon 
manufacturers. More serious, how- 
ever, is the fact that laws of this 
type give definite encouragement to 
the pirating of all Trade Marks and 
Labels, even though failure to reg- 
ister occurs merely through over- 
sight. Those who have studied and 
evaluated the implications and 
probable consequences of State leg- 
islative proposals for mandatory 
Trade Mark registration, believe 
that their enactment as laws would 
not only be harmful and costly to 
Trade Mark owners, but also detri- 
mental to the welfare of the buying 
public. In vetoing such a bill, 
Governor Kirman of Nevada, said in 
part: 


“This bill presents attractive revenue 
possibilities, but so far as I can see. it 
has nothing else to commend it, and the 
sole question is whether we will let 
that factor blind us to its manifest in- 
juries and to its glaringly apparent pos- 
sibilities of fraud. . . . By making any 
unregistered Trade Mark public prop- 
erty, which may then be registered as 
the property of and used by any per- 
son, we open the doors to and en- 
courage the deception and defrauding 
of our citizens. If this bill is enacted 
into a law of our State, it will be flooded 
with inferior goods, manufactured and 
marketed by unscrupulous persons. 
However much the State of Nevada 
may be in need of additional revenue, 
we cannot afford to pay therefor the 
price which the bill will exact of us.” 


A GROWING number of State 


Legislation of this general char- 
acter has been introduced and de- 
feated in the legislatures of a num- 
ber of States within the past year, 
but in most instances only after hard 
and close fights. With political lust 
for increased revenue everywhere 


prevalent, State after State will be 
inclined to seize upon some form of 
Trade Mark registration as a tempt- 
ing source of income, once such leg- 
islation gets a foothold. 

To prevent such a development, it 
will be necessary to exercise con- 
stant and understanding vigil over 
the proceedings of some forty-three 
States whose legiskatures will be in 
session during the present year— 
admittedly an undertaking which 
will require a vast amount of active 
co-operation. 

To assist in the dissemination of 
information, committees of outstand- 
ing Trade Association Executives 
have been formed in New York City. 
Washington and Chicago, who will 
co-operate with state or local organi- 
zations or individuals, wherever such 
legislation is threatened. Co-ordina- 
tion of these activities, at the re- 
quest of the several committees 
above indicated, will be centralized 
under Armand J. Brissette of the 
staff of the National Association of 
Manufacturers, well equipped with 
staff and facilities. Mr. Brissette 
may be reached at 11 West 42nd 
St., New York City—Telephone, 
“Penn 6-7080.” 

At the moment unwise Trade 
Mark legislation is pending in the 
states of Washington, New Mexico 
and Nebraska, and the situation in 
each demands instant attention. 

In the state of Washington, J. C. 
Stevenson, L. C. Smith Building, 
Seattle, has been engaged to head 
opposition to Senate Bill No. 217. 
This Association has requested the 
ce-operation of Theodore S. Coy, 
Secretary of the North Coast Hard- 
ware & Implement Association, 
Olympic Hotel, Seattle, and has also 
solicited the active co-operation of 
the National Retail Hardware As- 
sociation and the National Whole- 
sale Hardware Association. In- 
dividual manufacturers may most 
effectively co-operate in every state 
situation by urging distributors, 
wholesale or retail, to attend hear- 
ings and to register opposition with 
State Representatives and Senators. 

In New Mexico, the firm of Mee- 
cham & Hannett, Third National 
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IF every dealer who does not sell Gen- 
eral Electric Washers and Ironers knew 
what every dealer who does sell General 
Electric Washers and Ironers knows 
every dealer would sell General Electric 


Washers and Ironers! 


G-E Dealers are 
cashing in on the 
highly productive 
Spring Sales Drive 
on General Elec- 
tric Washers and 


Ironers. Are you Fs 
one of them? SALES HELP rn CHANISM 


Long Life tor Washer 
ae » 


SALES HELP 


GENERAL @ ELECTRIC 
WASHERS AND IRONERS 


APPLIANCE AND MERCHANDISE DEPARTMENT 
GENERAL ELECTRIC CO., BRIDGEPORT, CONN 
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Garage 
Hardware 
Corner Irons - 
Corner Braces 
Barrel Bolts 
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ULCHER 


HAND TOOLS 
THEY SELL 














READILY 


These Vichek Tools 
are eye-catchers. Of 
attractive, modern 
design, they compel 
attention. They have 
that appearance, that 
quality feel, which 
mean ready sales. 


And sales today 
mean more sales to- 
morrow. Dealers find 
the Vichek line ex- 
tremely popular. 
There’s an assort- 
ment to meet the de- 
sire of every cus- 
tomer. Every tool 
gives such excellent 
service that the cus- 
tomer, when buying 
again, naturally says 
“Vichek”! 


Quick-selling, profit- 
producing — that’s 
the Vichek line! 





THE 


VLCHEK 


TOOL COMPANY 


CLEVELAND, OHIO 
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Bank Building, Albuquerque, has 
been retained to oppose substitute 
for New Mexico Senate Bill No. 61. 
In Nebraska, O. H. Zumwinkel, 
Commissioner, Nebraska Manufac- 
turers Association, Sharp Building, 
Lincoln, is leading opposition to 
Nebraska Bill. 


Every manufacturer is urged to 
be alert for legislative developments 
in his own or other states, and to 
report same promptly either to this 
office, or direct to Armand J. Bris- 
sette, National Association of Manu- 
facturers, 11 West 42nd St., New 
York City. 





Catalog Standardization 


(Continued from page 142) 


for a standard catalog page are a 
16-page bound stock or lighter 
with covers, if any, of the same 
material; illustrations, if any, to 
be kept to a minimum and made 
very small in size. In short, the 
suggestions are built around the 
central thought of planning the 
jobber catalog to help the jobber 
sell rather than to sell the jobber. 

“In analyzing jobber needs, 
M.E.W.A. feels that if a manu- 
facturer prefers to issue literature 
to sell both the jobber and the 
jobber’s customer, that manufac- 
turers should prepare two types 
of material. The one to sell the 
jobber can be as elaborate and 
expensive as the manufacturer 
prefers, extravagant in color and 
the use of space, cuts as large as 
necessary and stock as heavy and 
stiff as desired. 

“The other material which the 
jobber is to use to sell his cus- 
tomers should be just the op- 
posite—simple, inexpensive, one 
color, straight to the point, thin 
paper, maximum content per page, 
no waste space, few, if any, pic- 
tures and the contents limited to 
the real necessities for immediate 
‘on the spot’ selling.” 

Analysis of the catalogs in the 
Atkinson files showed the largest 
number of catalogs of a single 
size was 6 x 9 inches—there be- 
ing 65 of that size—while the 
second largest total of catalogs 
of a single size was found to be 
41 catalogs with 84% by 11-inch 
pages. 

When The National Wholesale 
Hardware Association made an 
investigation of the catalog page 
sizes favored by its members (for 
bound catalogs), it was found 
that 62 per cent of the reporting 
members favored the 814 x 11 
size; 15 per cent were for a cat- 
alog page 734 by 105% inches. 
Ten per cent indicated a 9 x 12 


page size, and the other 13 per 
cent had a variety of opinions— 
favoring a total of eleven other 
sizes. Where loose-leaf pages are 
used, Percy F. Hord, assistant 
secretary-treasurer, The National 
Wholesale Hardware Association, 
said that there should be a margin 
of one and one-half inches. 

To further create interest in 
the idea of a standard size page 
for jobber salesman’s catalog 
pages, the M.E.W.A. issued a dia- 
gram of such a_ standard, as 
reproduced, indicating the size 
of the type page as 67/16 by 
95, and the overall page size as 
81% x 105% inches. A recent issue 
of The M.E.W.A. Times, official 
bulletin of the Motor & Equipment 
Wholesalers Association, says, 
“The portable filing cabinet which 
now serves as a catalog has many 
things the matter with it, all of 
which are readily apparent when 
one takes the time to give the 
matter some thought. 

“The catalog is too big, all the 
way from 9 x 14 inches thick. It 
constitutes a mental hazard. It 
terrifies the buyer for fear it will 
be opened, knowing that the open- 
ing means the loss of too much 
time. Having learned this, many 
salesmen too often leave the old 
blunderbus out in their cars. The 
jobber salesman’s working cat- 
alog should be not over two inches 
thick. 

“The present catalog is too 
heavy, from 35 to 50 pounds. It 
should, and can, weigh not over 
5 pounds. Everyone appreciates 
what weight means to a race horse, 
yet we load a salesman down like 
an old-fashioned diver and then 
expect him to break last season’s 
record.” 

From the dealer’s standpoint 
the big need in catalogs is for 
more uniformity of page size, 
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: The D Biggest Selling 
HORSE SHOES 








@ America’s most depend- 
able Horse and Mule Shoes for Half 
a Century 


@ Sold by Leading Jobbers 
everywhere on an established policy 
through regular trade channels 


OTHER PHOENIX PRODUCTS @ 


Toe Calks Ribbed Steel (bars) RUBBER GOODS | 
Screw Calks Chain Hooks and Horse Shoes | 
Drive Calks Cold Shuts Pads—Drive Calks 
Shoes and Tools Spuds for Tractor Door Mats 

Racing and Sport and Lawn Mower Force Cups 


Shoes Wheels Radiator Hose 


PHOENIX MANUFACTURING COMPANY 


Largest Manufacturers of Horse 
and Mule Shoes 


332 South Michigan Avenue, Chicago, Illinois 
Catasauqua, Pa. 


in the World 
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HORSESHOE HAROLD 


the homewares hero 
























































Caw 


NOTES TWO WOMEN WATCHING HIM AS HE 
WORKS FRANTICALLY— ALSO SEES BOSS COMING 

















STARTS TELLING WOMEN HOW HANDY AND EFFICIENT 
BISSELL 15 ——AND SELLS BOTH 








work! “THATS WHAT 
SELLS THEM— SHOW THEM! YOUNG MAN, YoU GET 4 RAISE!” 





E have found that over 48% of all Bissells sold go to 

replace other sweepers—and for this reason: once a 
woman sees one of the beautiful new Bissells, she isn’t happy 
till she has one! Moral: give your Bissells a chance to be 
seen, and especially a chance to be seen in use. And remember 
—Bissell is one sweeper that can be sold at an assured good 
mark-up. It moves without mark-downs! 


BISSELL CARPET SWEEPER CO. 
Grand Rapids, Michigan 
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STANDARD 
IN PLIERS 





moor MOLE Ness 


3200 BELMONT AVE. 
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while the jobber’s salesman has 
a crying need for a lighter and 
less elaborate catalog—both for 
his convenience and that of his 
customer. 

Catalog page size standardiza- 
tion in the hardware industry 


would be beneficial to all con- 
cerned. Retailers would be saved 
much time and effort in handling 
the catalogs and the manufacturer 
and wholesaler would save con- 
siderable money in the production 
of catalogs. 





Hall Hardware Report 


(Continued from page 124) 


shortly after completing high school, 
was employed to work for $40 per 
month in the firm’s warehouse. 

H. N. Brown, head of the Better 
Business Dept., explained the fea- 
tures of the improved sales bulletin 
which is mailed each week to dealer- 
members. Some of the major im- 
provements stressed by Mr. Brown, 
using the first issue of the revised 
bulletin as an example, were greater 
attractiveness, sectionalized content, 
better arrangement, and the more 
cenvenient form. 

Before the first session adjourned, 
Mr. Brown called attention to the 
first of a series of group meetings 
which began that afternoon, and 
which followed the same general 
plan as was used for the first time at 
last year’s convention. Under this 
plan dealer-members were assigned 
to four different groups. About 125 
were in each group, identified by 
large lapel buttons of a different 
color for each group. 

At the first meeting of the “green 
button” group, Emil Christianson, 
company buyer of housefurnishings 
and harness, stressed salient points 
of the latter line, and emphasized 
that the horse was currently staging 
a definite “come-back.” Mr. Brown 
presented a style show of enamel 
ware and contrasted utensils modern 
in design and color combinations in 
a display adjacent to similar kitchen 
ware of the older and less attractive 
type. He advocated pushing the color 
ensemble idea for kitchens and sug- 
gested that dealers close out obsolete 
colors in enamel ware and reduce 
the number of lines carried to three, 
with each selected to meet three dif- 
ferent cusumer price requirements. 
Various ways to feature the modern 
trend in kitchen utensils and equip- 
ment were also mentioned. Orrin 
Davis of the company’s buying staff 
pointed out the mechanical features 
of lawn mowers distributed by the 
company, and the features of a 
brooder stove were explained by one 
of the stove manufacturer’s execu- 
tives. J. G. Culver, company buyer 
of heavy lines and builders’ hard- 
ware, described how sales of the lat- 


ter line can be stimulated through 
proper display and outlined the rea- 
sons for the advancing price trend 
in builders’ hardware items. Five 
minutes at the end of each group 
meeting were set aside for a forum 
discussion relating to the lines and 
subjects considered at that meeting. 

The second and final group meet- 
ing of the first day was conducted 
by E. R. Ralph, head of Dept. “GC.” 
The lines of coal and wood ranges, 
circulating heaters and oil stoves 
handled by the company were cov- 
ered in considerable detail. Mr. 
Ralph mentioned that the company’s 
1936 stove volume was the largest on 
record and focused particular atten- 
tion to the marked improvements 
stove manufacturers have made dur- 
ing the last few years in the design, 
serviceability and efficiency of their 
products. Mr. Ralph was assisted 
by two sales representatives of stove 
factories. The opportunity for deal- 
ers to further develop business in 
their furnace, plumbing and heating 
and air conditioning departments 
was also emphasized, it being stated 
that the consumer demand for items 
included in such departments is des- 
tined to show further steady im- 
provement. 

Tuesday morning’s program 
opened with two more group meet- 
ings. F. T. Rockwell, of the Better 
Business Dept., explained the ser- 
vices now available from that depart- 
ment and described the plans that 
have been made to improve and en- 
large such services in the near fu- 
ture. He also reviewed the features 
of the spring’s consumers’ paint 
campaign. The balance of the meet- 
ing was devoted to talks by B. A. 
Buckmaster, W. H. Grenell, and F. 
A. Westenberger, of the company’s 
paint department. Each speaker em- 
phasized different points relating to 
displaying, advertising and merchan- 
dising paints, and commented on 
the stronger price tendency in sev- 
eral important paint department 
items. 

F. A. Feyder, the company’s buyer 
of tools, cutlery and sporting goods, 
was in charge of the fourth and last 
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HAMLIN 


SHOVELS-HOES-RAKES 


LEAD THE FIELD FOR PROFITS 


MAKE 
THE PROFIT 
YOU DESERVE! 


Join the parade of other 
wise buyers who are 
switching to Hamlin 
and assuring themselves 
More Profit on every 
Shovel, Hoe and Rake 
sold. You're entitled to 
make more money We 
pass on to you the sav- 
ings we have made in 
developing new 
methods of manufac- 
ture which guarantec 
higher quality at lower 
costs. 


HERE’S OUR 
PROOF OF 
QUALITY 





220 LB TEST 
Actual photo of test 
made of man weighing 
220 Ibs. standing on 
shovel without bending 
point. 


GIVE 
YOUR TRADE 
REAL QUALITY 


You Cant Buy Better 
at Many Times the 
Cost! You can raise 
your already high qual- 
ity standards by hand- 
ling Hamlin Products 
We ask you to compare 
Hamlin Quality with 
that of the line you are 
now handling The 
Shovel Test shown 1s 
proof A trial order will 
prove that we offer you 
More Satisfied Custo- 


mers. 


i pie Send Ger This CATALOG 
HAMLIN METAL 
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THEY'RE POINTING THE WAY 


TO PROFITS FOR YOU 





Gardner- Denver 
side-suction cene 
trifugal pumps 
are available in 
a complete line, 
handling capac- 
ities up to a half 
million gallons 
per day at heads 
up to 100 feef. 


With Gardner-Denver Centrifugal Pumps 














MR. CONTRACTOR SAYS: 


“No matter how tough the job, | find 
Gardner-Denver Centrifugal Pumps sturdy, 


durable, efficient and low in operating cost.” 








. FARMER SAYS: 


“| want a general utility pump that doesn't 
need pampering—and Gardner-Denver 
certainly gives me what | want.” 


INDUSTRIAL USER SAYS: 


“Gardner-Denver Centrifugal Pumps have 


advantages and refinements which one would 
expect to find only in larger, high-priced 
pumps.” 


Take advantage of the ever-growing profit opportunities 
which Gardner-Denver small Centrifugal Pumps present. 
Dealer discounts are liberal. Mail the. coupon for com- 
plete information ! 


GARDNER-DENVER COMPANY 
QUINCY, ILLINOIS SINCE 1859 


PRSSRSSESSSHeeeseaesseessssesseeseeerneeny 
: GARDNER-DENVER CO., Quincy, Ill. : 
: Please send me the facts about your small centrifugal pumps. . 

& 
: PORIEG.2. oon cncw cs ncnccccecnsessmatnmnmanawstesccnncncasscscosescsco > 
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GARDNER- “DENVER 








HERE’S THE SWEETEST 
LITTLE ITEM I'VE FOUND 
IN YEARS! 































































Awa [il TELL You 
WHY IT'S SO HOT ! 


IRST PLACE, brother, this Gulf 

Electric- Motor Oil is the one oil 
made specially for electric refrigera- 
tors, washers and other motor-driven 
appliances. Unlike ordinary household 
oils, it’s not too light for these expen- 
sive mechanisms. 

Second place, this oil is advertised in 
Collier’s and American Home. Folks 
know about it . . . want it. 

Thirdly, when you sell it, you don’t 
just take money out of one pocket and 
put it in the other. Even when people 
have an ordinary 
household oil, they 
want this, too. 

And last of all, two 
out of three custo- 
mers are prospects, 
because two out of 
three families own : 
major electric ap- Electric Motor 
pliances. ° 

2-oz. can, 10c; the Oil 
8-oz. can, 25c. Write 
Gulf Petroleum Spe- 
cialties, 541 Gulf 
Bldg., Pittsburgh, 
Pa., for details. 


The One Oil Made Specially 
for Major Electric Appliances 


GULF 
ELECTRIC-MOTOR 
OIL 

















of the group meetings. Forged and 
edged tools and stainless steel cut- 
lery were discussed by an executive 
of the manufacturing concern which 
produces these lines. Carl Brandt- 
ner, buyer of fishing tackle, china 
and glassware, and electrical goods, 
called attention to several important 
new items in the fishing tackle line 
and exhibited a new display rack 
developed by the company for baits, 
lines and reels. Mr. Feyder discussed 
baseball goods, pointing out the non- 
diminishing popularity of the sport, 
calling attention to the features of 
many items in the line. He said the 
company was in a position to aid 
members in getting the baseball uni- 
form business. Other lines covered 
by Mr. Feyder were popular priced 
tool assortments, pocket knives, 
wheel goods and bicycles. In a talk 
which brought the final group meet- 
ing to a close, Mr. Brandtner empha- 
sized the enlarged market for 
electrical appliances which has re- 
sulted from the rural electrification 
program. He described how the com- 
pany’s electrical department was 
being enlarged to cope with the rap- 
idly expanding demand. The china 
and glassware lines were also briefly 
reviewed by Mr. Brandtner. 

At the Tuesday afternoon general 
meeting Mr. Duffy said the group 
meetings were becoming more inter- 
esting and more necessary each year. 
Commenting on the Spring Con- 
sumer Catalog, pre-printed copies of 
which had been distributed to those 
present, he said that the three con- 
sumer catalogs issued each year by 
the company had played an impor- 
tant part in its progress, and that 
the new spring catalog was the finest 
ever produced. Mr. Rockwell outlined 
the requirements for a good consum- 
ers’ catalog, naming seven points on 
which such a catalog should be 
judged. He reviewed the catalog, 
page-by-page, stressing the reason 
why certain items and lines were 
featured, Mr. Brown told of the ac- 
tivities of the field staff of the Better 
Business Dept., and enumerated the 


many ways the field men can serve 
members and the company to mu- 
tual advantage. 

William A. Ritt, secretary and 
manager, North Central Associated 
Industries, Minneapolis, speaking on 
the subject of “Rural Electrification” 
traced the development of this im- 
portant and rapidly growing move- 
ment. The activities of the Rural 
Electrification Administration will 
reach their peak within five years, 
according to Mr. Ritt, who said that 
under this Federal plan 400 million 
dollars was provided to be expended 
for the projects over a term of ten 
years. One-half of this appropria- 
tion, he said, will be used for financ- 
ing generating facilities, while half 
will be used for financing the wiring 
of farms, the purchase of electric 
equipment, etc. Mr. Ritt stated that 
it had been estimated that each new 
farmer served with the power lines 
under the program would spend an 
average of $250 during the first year 
electric service is available for wir- 
ing and appliances. He declared 
that hardware dealers are in an ex- 
cellent position to capitalize on the 
vast new market opened up by the 
program. It was later learned that 
many members have already em- 
ployed qualified electricians to make 
wiring and equipment installations 
in accordance with the Administra- 
tion’s regulations, and that such 
dealers in sections where the pro- 
gram is already underway are ex- 
periencing a heavy and consistent 
demand for wiring sundries, as well 
as for appliances. 

The following three directors were 
elected to fill expiring terms on the 
board: E. P. Babcock, one of the 
company’s founders, Anoka, Minn.., 
reelected to the vacancy created by 
his expired term; Howard Connolly, 
Devils Lake, N. D., and John Mun- 
son, Braham, Minn. 

An enjoyable banquet and enter- 
tainment in the firm’s auditorium on 
Wednesday night was the conclud- 
ing feature of the convention with 
approximately 900 guests present. 





Seed Disinfectants 


To increase dealers’ sales, the Bayer- 
Semesan Co. is directing a direct mail 
advertising campaign on its new and 
improved Du Bay products, covering 
Ceresan for grains, Semesan Bel for 
potatoes, Semesan, Jr., for corn, 2 per 
cent Ceresan for cotton sorghums, and 
Semesan for vegetables and flowers. Di- 
rect mailings are being made to certi- 
fied potato growers, corn growers, can- 
ners, narcissus growers, and golf clubs. 
An educational campaign will be con- 
ducted to inform the rural banker, life 
insurance companies, county agents, 
and the agricultural press of the advan- 


tages of seed treatment. General arti- 
cles on seed treatment are also offered 
the agricultural press, county agents, 
and radio stations. Five educational, 
all-talking films are shown in rural 
theaters for education of farmers. These 
films are scheduled in advance of the 
planting season and dealers and county 
agents are notified of these showings 
two weeks before the scheduled dates. 
Crop pamphlets, blue-prints for the con- 
struction of seed treating machines, 
window displays and streamers, motion 
picture slides, and sales letters are fur- 
nished the dealers free of charge. Bayer- 
Semesan Co., Wilmington, Del. 
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Cash in on our 
Good Housekeeping 


Advertising 
with this FREE Display 

















Big profit opportunity for you 
in 1937 Good Housekeeping Ad- 
vertising — backed by famous 
Good Housekeeping 
Guarantee 


You get this enameled 
steel display rack abso- 
lutely free —— just pay 
for the two fast selling, 
popular-priced Hanson 
Seales—The Petite and 
Apartment Models. You 
make your full profit. 
Hanson Scales are the 
only personal scales 
CERTIFIED Accurate— 
now consistently adver- 
tised in Cood H. keeping, reaching the 
2,000,000 best homes in the country. 


Ask your jobber for Catalog and prices. 


HANSON SCALE COMPANY 





DEAL No. 1000 





(EST. 1888) , 
510 N. Ada St., Chicago ae eas 
1150 Broadway, New York No. 767 


Hanson Petite $6.50 $7.00 


No. 701 Hanson 
Apartment Model 4.45 


Metal Display Rack FREE 





4.95 


HANSON 
BATHROOM SCALES 











Lucky Seal Gift Box 


A 50c 
Seller 


FOR BOOSTING SALES! 


Instead of mounting “Lucky 
Seal’ Ball-Bearing Steel Spring 
Shears on display card, we pack 
them in a useful and attractive 
Gift Box. 

As each pair is sold, the pur- 
chaser’s name is written on an 
accompanying card. When the 
last pair goes—the seal is broken 
and the purchaser whose name 
is opposite the lucky number re- 







Shear 
Combination 
NO. 3400 ASSORTMENT 


Beautiful leather trimmed Sew- 
ing Box with fine quality tan 


colored rayon lining, contain- 
ing: 
6 pair 7” Shears 


6 pair 8” Shears 
1 Display Card attached 
to box 

| Tally Card 
Shears are American Pattern 50c 
items with carbonized cutting 
edges of even hardness. Each 
pair carefully ground, polished 
and heavily nickel plated. Cut- 





ting edges automatically kept in 
adjustment with special Stee! 
Roller Ball and Spring. 


ceives, without further cost, the 
Gift Box. 


The ACME SHEAR COMPANY 


Bridgeport, Connecticut 
Sold only through your Jobber. Write him. 
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Its many uses mean 
greater demand—constant 
turnover—more profits... 


“Black Leaf 40” enjoys a great consumer de- 
mand. Its year ’round salability is due to its 


many varied uses. Every person who grows 
flowers or vegetables, raises poultry or live- 
stock or owns shrubs, evergreens or fruit trees 
is a prospect for “Black Leaf 40.” 


WIDELY ADVERTISED 


This year almost 4,000 magazines and newspapers, 
reaching into every corner of the United States and 
Canada, are being used to help send customers to | 
you. Cash in on this widespread campaign. Use the 
attractive display material that will be gladly fur- 
nished. You'll find that “Black Leaf 40” is a real 
profit-maker. 


TOBACCO BY-PRODUCTS 
AND CHEMICAL CORPORATION 
INCORPORATED ¢ LOUISVILLE, KY. 








































A Big Reason Why-- 
It’s a “CHICAGO” Year 


Mass Advertising — Local Concentration, 
Creates Store Traffic For All Dealers 


cHICAGo 
FLY 





Store traffic means sales . . . not only of 
roller skates, but all lines. In many cities we 
reach 1 out of every 2 families . . . in others 


2 out of every 3 families. Our campaign 
is in full swing. We invite your support. 


Write for STORE TRAFFIC PLAN 
and Complete Price Range 


CHICAGO ROLLER SKATE COMPANY 


World’s Greatest Roller Skates for Over 36 Years 
4456 W. Lake St. CHICAGO, ILL, 





Has 3 Lives 

















3 OZ. CAN 





Former 30c Seller 





Its Sales 
Have Doubled 


Now ... this 43 year old leader—3-In- 
One Oil—is selling better than ever be- 
fore—and you can make more money 
on it than ever before. Order from your 
wholesaler today at the new low prices 
—display at the new selling prices and 
watch your oil sales pick right up. 
You'll be amazed, just like thousands 
of other dealers, to see how the new 
price peps up the sales. 





REMEMBER Now 
The 1 oz. can 


Former 15¢c Seller 10c 


To Help You Sell Bicycles 
FREE Displays! 


Send for beautiful, 
full color display 
card, designed to 
sell bicycles. Write 
The A. S. Boyle 
Company, Distri- 
butors, 257 Cor- 
nelison Avenue, 


Jersey City, N. J. nell 
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Missouri Convention 


(Continued from page 140) 


The entertainment program 
showed a unique plan. Exhibits 
in the Gold Room were arranged to 
leave an ample theater near the 
stage, and this floor space, with a 
central area among exhibits in the 
Ivory Room, was utilized for danc- 
ing Tuesday and Wednesday eve- 


nings. This brought additional 
numbers in contact with the exhibits 
during entertainment periods, which 
were seven in all including the stage 
and floor shows. The Ladies’ En- 
tertainment Committee, provided for 
social activities of especial interest 
to women attending the convention. 





North Dakota Report 


(Continued from page 136) 


than half of operating costs for the 
average merchant are in salaries, 
and therefore the employees’ selling 
should be “streamlined,” or modern- 
ized. “Years ago,” said Mr. Sulley, 
“the ability to sell was considered a 
gift. Now we know it is the result 
of training.” 


Douglas Malloch, Chicago, na- 
tionally known banquet speaker, 
kept 314 guests in constant laughter 
with his remarks, “As I See It,” at 
the annual association dinner. 

Total registration of retail deal- 
ers and visiting representatives of 
jobber and wholesale firms was 265. 





Southern California Report 


(Continued from page 132) 


vice-president Paul H. Rompage of 
Hollywood. 

GLENDON HACKNEY, of the 
N.R.H.A., Indianapolis, Ind.—Even 
though cooperative stores are ap- 
parently destined to increase in 
number, no live hardware retailer 
need fear them. Small groups of 
retailers in a community, meeting 
together on a friendly basis can iron 
out more trade abuses than in any 
other way. Understanding one’s 
neighbors makes cooperation in the 
trade surer and better. 

A. S. YATES, North Hollywood. 
—Success will come to any hard- 
ware store whose management will 
take the trouble to study what the 


trade wants, then put it in stock 
and tell them about it. The trade 
is not interested in what a store 
may have to sell, their interest is in 
what they want to buy. 

The message of the newly elected 
president, Mr. Hammersley, was “An 
association membership is business 
insurance, casualty insurance, if you 
please. It permits the membership 
to express their opinions and wishes 
through some committee, then to 
have that committee work out the 
right solution. 

The report of the _ secretary 
showed a gain of 14 per cent in 
members and the treasury in a very 
satisfactory state. 





Marshall Wells Associates Meeting 
at Billings, Mont. 


(Continued from page 126) 


hardware business from going out 
of your town. The first thing that 
should be done before you attempt 
to put in a basic stock plan, is to 
completely modernize your store. 
“Under the basic stock plan it 
will be easier for you to delegate 
your work to the various individuals 
employed in your store. After it 
has been decided what merchandise 
is to be carried in the store, it is 
not necessary that you, personally, 


place all orders for every single 
piece of merchandise. Divide up 
the responsibility; assign certain 
departments of the store to some of 
the people that work for you. They 
can’t go wrong, because they are 
limited to the merchandise that you 
have already decided to carry.” 
Fred Cook, manager, Associate 
Division, Marshall-Wells Co., pre- 
sented the 1937 plans for Associates. 
George Ayre, manager, King Oil 
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CHAINS? 


““Q-X”’ stands for ox—the draft 
animal that is so popular in 
Porto Rico, where McKay A-No. 1 
quality is just as important as 
in other parts of the world. 
Whether it’s ox Chain or just 
plain proof-coil Chain, we’re 


a one 
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mighty proud of our Quality— 
constantly assured by 


«MeKay’s 50 years 
of knowing how.” 


For quality Chain, better handle 
the products of... 










THE McKAY COMPANY 


McKAY BUILDING BURGH. PA 
Formerly US. Chain & Forging Co 


eed 













Model 860 
LIST PRICE 


Complete 
less motor 











Speedy Paint Sprayers 

Professional type with famous Clean Air 
DEALERS: compressor on steel base, pressure feed in- 

ternal mix spray gun with quart aluminum 
Send for price list, cup. List only $18.50—others $5.00—$14.00. 
discounts and detells Autepower sprayers $2.60 and up. No cylin- 
P ders, pistons or rings to wear out. Sturdy, 
on electric and auto fficient, yet low in cost. 


power paint sprayers. wy PR BROWN CORP. 


5724 Armitage Ave., CHICAGO, ILL. 
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GLASS CUTTER 


DISPJAY 


Step up your glass cutter sales and increase 
profits * This Silent Salesman displays cutters 
where they are seen « The genuine mahogany 
panel will harmonize with any store interior « 
Ask your jobber about getting one of these 
displays with your next order for Gold Tip 
Cutters. 


Each display contains a cabinet with stor- 
age space for glass cutters. It is substan- 
tially made and will last for years. 











THE FLETCHER, TERRY COMPANY 
FOREST VILLE, CONNECTICUT 


New York Boston Philadelphia Chicago Dallas 
St. Paul San Francisco Omaha Toronto London 





























VIGORO BREAKS SENSATIONAL 
SALES STORY! AMAZING FACTS 
TOLD WITH AMAZING 
COLOR PAGES 


HIS YEAR Vigoro is hitting home gardeners 
with one of the most striking advertising 
campaigns ever published in the garden field. 


A brand new copy story has been developed, 
based on plant grewing tests. made by a 
famous university which give sensational 
force to Vigoro’s 11-food-element sales theme. 
Smashing double-page spreads and color pages 
in magazines will carry this story to home 
gardeners everywhere. 


To give Vigoro dealers 100% value from 
this advertising, one of the most dynamic, 
convincing sales pieces ever prepared is avail- 
able—“The Low-down on Gardening Success.” 
See it—it’s a knockout! Also ask your Vigoro 
salesman about the potent Vigoro store and 
window display pieces, and about cuts for 
your own newspaper ads. Or write imme- 
diately to 


SWIFT & COMPANY FERTILIZER WORKS 
4293 Packers Ave., Chicago 























ORDINARY FAN 
ACTION 
—, 





NO-THAFT FANS 


“The Finest Fans Ever Built’’ 





ERE are fans that 

your customers will 
really go for! Think of 
it—no need to choose 
between refreshing, cool- 
ing breezes and the risk 
of catching cold. Pat- 
ented Victor “Breeze- 
Spreader’ eliminates dan- 
gerous drafts and sudden 
blasts—gives heat relief with 
complete safety. The famous 
Ribbon Test proves it. 





A COMPLETE LINE ceiine MODEL 
All sizes.. All types ALSO SHELF 
No matter what the fan Sete sites 








requirements, there's a 
Victor model perfectly fit- 
ted to the need. Desk and 
wall types from 8 to 16 in.; 


VICTOR TORNADO 


HIGH VELOCITY FANS 





stationary and oscillating; 
overhead fans and big, 
powerful 22 and 28 in. high 
velocity air circulators for 
economical cooling of large 
areas. Every number is a 


ne 


“//\\™ 











mechanical masterpiece 
with many exclusive fea- 
tures — built to give long, 
satisfying service. 


SEND TODAY FOR CATALOG 


Get the whole Victor story before you 
select your fan line. Advertising and 
merchandising support, window dis- 
plays, etc., and an extra big profit 
margin. Entire ling shown in new 
catalog—write for your copy today. 


VICTOR ELECTRIC PRODUCTS, INC. 


720 Reading Road Cincinnati, Ohio 


OVERHEAD TYPE CUTS 
COOLING COSTS 





MAKERS OF VICTOR VENTILATING FANS 
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Co., Philadelphia, Pa., spoke on 
motor vil and greases and used pro- 
jection slides to illustrate his re- 
marks. Automotive sales plans for 
this year were presented by Aubrey 
Clapper, Billings, buyer, automotive 
and eiectrical departments, and 
Walter Nugent, Gillette Tire & Rub- 
ber Co., Eau Claire, Wis., told about 
Zenith tires. Mr. Duffy, manager 
floor covering department, Paraffine 
Companies, Inc., San _ Francisco, 
Calif., spoke on floor coverings. 

Promotional housewares lines and 
the buyers’ part in connection with 
the Associate Price List and Catalog 
were discussed by Amos Corson, 
buyer, housewares, hardware and 
sporting goods. Ralph W. Carney, 
Coleman Lamp & Stove Co., Wichita, 
Kan., said that instead of selling a 
customer only what he comes in for 
there is the need for selling related 
lines of merchandise. He emphasized 
the importance of selling hardware 
store salesmen on their jobs. 

M. R._ Twiss, vice-president, 
Zenith Machine Co., Duluth, spoke 
on washing machines, etc., and H. J. 
Graham, director of sales, Pioneer- 
Flintkote Co., Los Angeles, Calif., 
gave an address on selling roofing. 
Features of his company’s 1937 re- 
frigerators were presented by P. W. 
Bialkowsky, district manager, Cros- 
ley Radio Corp., Cincinnati, Ohio, 


and Orville Griggs, major appliance 
department of Marshall-Wells, spoke 
on present-day major appliance 
selling. Nalco water softeners were 
shown to the Associates by Mr. 
Bonde, district representative for 
the manufacturer. Moving pictures 
on the manufacture of Eveready 
batteries were presented by George 
Johnson, district representative, Na- 
tional Carbon Co., New York City. 
Walter Clark, sales manager, West- 
ern Paint & Varnish Co., Duluth, 
Minn., presented 1937 paint and 
varnish plans to the Associates. P. 
& C. tools and Coleman appliances 
were presented by Louis Olson and 
Mr. Carney, respectively. 

The promotion of fishing tackle 
for this year was the subject of a 
talk by Fred Wilson and Mr. Marsh, 
district representative, Peters Cart- 
ridge Co., Bridgeport, Conn., told 
of his company’s products. Amos 
Corson, buyer, builders hardware, 
and Mr. Knudson representing Cadil- 
lac Vacuum Cleaners spoke on ac- 
tivities in their lines. Closing re- 
marks of the convention were made 
by Mr. Stevens. 

Luncheons were held each day 
during the convention and the an- 
nual banquet was given on Wednes- 
day evening in the Northern Hotel 
Tea Room. 





How’s the Hardware Business? 


(Continued from page 102) 


supplies, have been forced to raise 
prices an average of 10 per cent. 
* & * 


Automobile tires—The mod- 
erate increase made in January, in 
prices of automobile casings has 
not covered the increases in costs 
of rubber, cotton, and labor. An 
early announcement of further in- 
crease is expected, perhaps 5 to 10 
per cent. Tire companies, too, are 
said to be moving to eliminate the 
road hazard guarantee which has 
been a bugbear to the industry for 
the last five years. If manufactur- 
ers can remove such guarantee,— 
which costs them approximately 
$10,000,000 annually,—they may re- 
vert to the old method of allowing 
for only faulty workmanship and 
materials. 

* * * 

Tire production—Production 
and shipments of pneumatic casings 
in December, and in all of 1936 
were the largest since 1929, the 
Rubber Manufacturers Association 
has announced. Production for the 


year made an increase of 17.7 per 
cent; shipments gained 10.3 per 
cent. Stocks of casings in the hands 
of manufacturers on Dec. 31 totaled 
11,114,399, or something over two- 
months’ supply, and 35.6 per cent 
more than at the end of 1935. 
* & 


Kitchen cutlery—Some lead- 
ers among the makers of butchers” 
and kitchen cutlery have just raised 
quotations 744 to 10 per cent on 
butcher, household and_ paring 
knives, also on putty and scraping 
knives. The latter, together with 
paper-hangers’ tools and shears, are 
coming into season very shortly, 
along with wallpaper, paints and 
brushes, and jobbers report early 
orders are notably large and well 


assorted. 
* * *% 


Paint sundries — White lead 
in oil has advanced March 1, one 
dollar per 100 pounds, the second 
advance since Jan. 1, as a result of 
the sharp rise in lead pigments. The 
previous change was 50 cents. Man- 
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Naturally —Watson-Standard Dealers have 
unusually profitable paint departments. It's 
a matter of mathematics that means more 





money for you. 
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SPRING HINGES 


Quality Screen Door Spring Hinges 
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When selecting your re- 
quirements of Screen Door 
Spring Hinges for the com- 
ing season it will pay you 
to consider type 3005 and 
4005 Chicago 
Hinges. 


Spring 


They are constructed of 
heavy wrought metal, fin- 
ished in a most excellent 
manner, and have enclosed 
springs of tempered steel 
wire with tension adjust- 


ment, 





Type 4005 


Chicago Spring Hingv Company. 
CHICAGO NEW YORK 
U.S.A. 
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i SOLVES 


SPRINKLING 
PROBLEM 


Water Runs Through Hose 
While Reeling or Unreeling 


No dragging of hose. . . no soiled 
hands or clothes. Patented brass 
water-tight revolving joint; all 
steel drum and frame; portable. Each in re- 
shipping corrugated mailable box 24 lbs. Sam- 
ple sent on approval to rated firms. 


PRICES ON Open Stock 4 
ee eet Se te an SRS 


|| FLEX-NEK ii Rust-resistant, water-tight flexible 
|| tubing on steel base; makes common nozzle the handiest 
| sprinkler available. 6 in box with colored dis- 

play card, 5 lbs. Sample sent on approval to 












rated firms. 
PRICES ON 3 Doz. 
FLEX-NEK 2% SE-00 3 tz $H.00 doz. 


a special discount on orders placed during February; 
April ist dating; 2% 10 days, net 30 days. 


MANUFACTURERS 
fact A 8. i 
cncmamsitnalt C0 GI tg fg oe 


. write us for full particulars. 


ANKER HOLTH MFG. CO. 


DEPT. H. A., Port Huron, Mich. 


We have a very attractive 
proposition to offer Manu- 














If your jobber cannot 
supply you, order from 
factory. 








RESOLVE 


.. this year... not 
to keep your mer- 
chandise hidden away 
in old-fashioned show cases, bins and 
counters. In years to come, more than 
ever you will have to DISPLAY 
your wares, in order to sell. Heller 
equipment for Hardware Stores is 
especially designed to stimulate buying 
to make it easier for customers to 
select .. . to remind them to buy what 
they otherwise would forget. 
Consult us before you install new store 
equipment. We can suggest a mod- 
ernization program that will be a per- 
manently profitable investment, instead 
of an expense, even if you move your 
store. Simply tear out this ad and 
mail to us, checking items in 
which you are most interested. 


Display Tables 
Complete line of Bulb 
Edge Glass, Price Card 
Holders, etc. 

Price Cards 

Nail Bin Counters 
Screw Bolt & Drill 
Cases 

Boxes and Drawers 
Shelving and Wall 
Cases 


Paint Shelving 
Sample Holders 
Send Complete Store 
Fixture Catalog No. 
35H 





an aa” Cn a i 
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W. C. HELLER & COMPANY 


20 Vesey St., Suite 1111 
NEW YORK CITY 


700 Bryant Street 


MONTPELIER, O. 

















THE TURPENTINE 





IN THE 


Display 


PACKAGE 


The attractive packages, lithographed 
in green, black and white are designed 
to serve two functions. (1) They serve 
as eye-catching displays without taking 
up a single inch of extra space in the 
store. (2) They let the consumer know 
he is buying the best . . . with the vis- 
ible responsibility of the maker right 
on the quickly recognized can. 


Newport Turpentine is popular be- 
cause it has a mild pine-like odor... 
because it is crystal clear and water 
white. Most important of all the pro- 
duction process has been so minutely 
developed the valuable ingredients of 
turpentine are more concentrated . . . 
which means better paint jobs .. . 
more customers for you. 


Available in '/g, '/4, and | gal. 
cans. Also in 5 gal. litho- 
graphed drums and 55 gal. 
galvanized drums. 


WATER WHITE 
RYSTA 
PURE 


RPENTIN 
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ufacturers of putty increased prices 
25 cents per 100 pounds, effective 
Feb. 26. Linseed oil, after three 
successive declines, advanced 114 
cents per gallon on Feb. 19. 

* + 


Hardware volume—The two 
months of 1937 have passed, which 
are normally the quietest in any 
year in hardware sales. But an un- 
usually good level of activity has 
persisted, in the face of serious 
regional set-backs and losses. Only 
a great strength of purchasing 
power, and an assured acceptance 
of continuing better times, can ac- 
count for the steadiness of these 
months’ sales gains, and for fac- 
tories everywhere filled up with 
orders, with their distributors clam- 
oring for supplies. Partly, perhaps, 
because of an early Easter, spring 
seems so near at hand, that stores 
in all sections are bringing their 
spring displays to the fore, and 
their spring lines are starting to 
move out. The coming of higher 
prices has been so well publicized 
that people everywhere are making 
an early start on their season’s shop- 
ping. 

~ * a 

Flood rehabilitation — With 
the subsidence of the flood waters, 
most of the affected districts have 
been able to appraise their losses, 
and the work of repair and replace- 
ment is following close upon the 
first urgent clean-up. Losses are 
less than feared in household goods 
and store merchandise, much of 
which could be moved away or “up- 
stairs,” but damage was tremendous 
to buildings and fixtures, to heat- 
ing and power plants, machinery. 
tracks and road-beds. Manufactur- 
ing plants, in general, suffered more 
heavily than merchandisers, but 
new fixtures and equipment are 
going into many stores, and will go 
into many others—making a virtue 
of necessity. For several weeks, 
sales of tools and machinery, and 
of building materials, especially 
lumber, cement and paints, will be 
far above normal in the valley cities 


and towns. 
* * * 


“Durable” goods—Last year, 
the gains started, and reached their 
best showings on “consumer” lines 
—or household and personal sup- 
plies of value large or small. But 
recent weeks have seen a steady 
comeback of activity in the heavy 
industries. Railroad purchases have 
been much improved, while factory 
outfitting, farm machinery, and road- 
making and building equipment 
have all made far strides toward 


their long-hoped for betterment. It 
is stated that the production of 
capital goods has risen, between 
May, 1935, and December, 1936, by 
32 per cent, while production of 
consumers’ goods was rising by 21 
per cent. Employment in the “dur- 
able” goods field gained 27 per cent, 
and in consumers’ goods, about nine 
per cent. 
* * & 

The busy South—When the 
main regions of the country are con- 
sidered, each is found to have been 
busier in January, 1937, than in 
January, 1936, whatever the local 
differences among the communities 
in the districts. The betterment was 
relatively lowest in the eastern part 
of the country, intermediate in the 
central states, the northwest, and 
the Pacific Coast, and highest in 
portions of the south and south- 
west. Wholesalers have been add- 
ing salesmen, and reaching out into 
territories not recently covered. 
Probably the most intensive new 
effort has been carried into the 


south. 
* # # 


Retail sales in 1936—Total 
retail sales in 1936 amounted to 
$37,300,000,000, an increase of 13.8 
per cent over 1935 according to esti- 
mates of the National Industrial 
Conference Board. This was the 
highest level attained since 1930, 
but was still about 24 per cent be- 
low 1929. The physical volume of 
retail trade, due to price differ- 
ences, is not so far under 1929 as 
the dollar volume. The board esti- 
mates the physical volume of retail 
sales last year was roughly 5 per 
cent below that for 1929. The 
greatest gains registered during 
1936 occurred in sales of furniture, 
hardware, liquor and automobiles. 
Every class of trade, however, regis- 
tered some increase. In the Seventh 
Federal Reserve tabulation, the 1936 
sales volume of the hardware trade 
surpassed that of any year since 
1929. In the electrical supply trade, 
the largest volume since 1930 was 


reported. 
* + 


Other sales gains — Chain 
store sales, reported by 27 leading 
companies, showed in 1936 an in- 
crease of 14.78 per cent over the 
1935 totals. Sales of these com- 
panies totaled $2,864,688,000. In 
December the 27 companies reported 
a gain of 19.9 per cent over Decem- 
ber, 1935. Recent records of sharp 
increases include the Glidden Com- 
pany, whose sales since Nov. 1 show 
an increase of 26 per cent over the 
corresponding period a year previ- 


HARDWARE AGE 

















MA 











RICH LADDERS 


We Quickly Climbed 
Out of the Flood! 


The Ohio’s high water got us— 
our loss was nominal — but with 
ample resources and a loyal organ- 
ization we were back into produc- 
tion before the river was back in 
its banks. 

Your orders will be filled from our 
bright, dry, new stock with our 
usual prompt service. Send your 
orders today. 


THE RICH PUMP & LADDER CO. 


1028 Depot Street Cincinnati, Ohio 





KILLS 


both SUCKING 
and CHEWING 


GARDEN 






MARK-UP 


NATIONALLY ADVERTISED 


as “America’s FIRST-aid to on No. 720 
Gardens”—the only insecticide 


Deal 
most home gardeners require. 


Red Arrow Garden Spray has a double-barrelled 
sales appeal to home gardeners because it does 
a double-barrelled job—killing BOTH sucking 
and chewing insects with one spraying instead 
of two. And Red Arrow pays you double—the 
No. 720 Assortment costs you $5.20 and retails 
at $10.40. Nationally advertised in magazines 
and newspapers, reaching more than 13,000,000 
families, Red Arrow should have a prominent 
place in your garden supply display. Order 
from your jobber. Or, for further details, 





write to: 


THE McCORMICK SALES Co. 
BALTIMORE, MD. 








Bores Any Arc 


of a Circle 


New Uses 


The Forstner Auger Bit, un- 

like other bits, is guided by its 

circular rim instead of its center, 

consequently it will bore any arc of 

a circle, and can be guided in any 

direction regardless of grain or knots, 

leaving a true polished surface. Takes 

the place of a chisel, gouge, scroll-saw, or 

lathe tool combined. For core boxes, fine 

and delicate patterns, veneers, screen work, 

scalloping, fancy scroll twist columns, newels, 

ribbon — Me and mortising. 

Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 
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But that’s only one point 


Melting snow, rain—and it’s cellar drain- 
ing time again. Sell one of Uniflow’s 2 
husky sump pumps and it stays sold and i 
your first profit is safe from nibbling ser- DOMESTIC AND 
vice calls. delvivis ian 


Bronze and Everdur Metals, hot dipped REFRIGERATION 
tinning and galvanizing, assure freedom 
from corrosion. 


Unifiow includes discharge outlet pipe— 
no extra charge and a Double Pole Quick 
Snap Float Switch that never fails—ex- 
clusive with Uniflow. We can’t tell you 
of all the good points—that’s our catalog 
job and you can have a complete water 
system catalog by just asking for it. 
Write and check the items that interest 
you on this ad. 





PEERLESS JR. — 1800 G.P.H. ——— 
$37.00 LIST 
PEERLESS SR. — 3000 G.P.H. 
$63.00 LIST BEER PUMPS 
UNIFLOW MFG. CO., ERIE, PA. 
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| Bay by thes 


... YOUR 
castes DO 
















































UNITED STATES 
PATENTS 


@ Feature this identifying 


symbol of craftsmanship and 


quality. It is the assurance of 


extra values that over 60 years’ 


bicycle - building experience | 


enables us to give. 


This year, buy by the West- 
field trade mark. Your cus- 
tomers do! They know the 
extra values obtained in West- 
field bicycles, from the lowest 


in price on up to top-quality 


Columbias. 


You can cash in on this fact— 


in any price bracket. Will 


you? Write for interesting 


details. 


WESTFIELD | 
BYCICLES 


THE WESTFIELD MFG. CO. 
WESTFIELD, abhemunte | 
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ous. Sales of paint and varnish were 
40 per cent higher. 

Shipments of Kelvinator refrigera- 
tion products for the last three 
months of 1936 reached 53;607 
units, compared with 41,270 in the 
corresponding period of 1935. 

* & & 


Manufacturers of hardware 
in the United States reported a sub- 
stantial increase in employment and 
a marked increase in production in 
1935 as compared with 1933 ac- 


| cording to preliminary figures com- 
| piled from the returns of the recent 


Biennial Census of Manufactures, 


| released recently by the Bureau of 
| the Census, Department of Com- 
| merce. The wage earners employed 


in the industry in 1935 numbered 
41,473, an increase of 27.4 per cent 
over 32,550 reported for 1933, and 
their wages, $42,386,194, exceeded 


| the 1933 figure, $26,937,132, by 57.4 


per cent. The total value of hard- 
ware made in the industry in 1935 
amounted to $135,023,502, an in- 
crease of 75.4 per cent over $76,- 
964,479, the corresponding 1933 
value. Of the 1935 total, $61,957,- 


| 927 was contributed by motor- 


vehicle hardware and $27,738,668 
by builders’ hardware. The hard- 
ware industry, as constituted for 
census purposes does not cover the 
manufacture of cutlery, tools, saws, 
nails and screws, bolts and washers, 
plumbing supplies, springs, stamped- 
metal goods, or wirework, which are 
classified elsewhere. 
* * * 
Orders booked for the year 


1936 by the Westinghouse Electric & 
Mfg. Co., showed an increase of 47 


| per cent over the previous year. The 
| 1936 orders were $182,521,304 as 


compared with $123,629,333 for 
1935. This exceeds orders booked 
in any year since 1929 and book- 
ings are continuing into 1937 at an 
increasing rate. Sales billed by 
Westinghouse for the year 1936 
amounted to $154,469,031 as com- 
pared to $122,588,555 for 1935 or 
an increase of 26 per cent, the 
highest since the year 1930. 


* + 


A sales increase of 229 per 
cent in oil and water paint products 
for the first four months of its cur- 
rent fiscal year, in comparison with 
the same period of the last current 
year, is reported by The Alabastine 
Co., Grand Rapids, Mich. 


* & & 
Electromaster, Inc., Detroit, 


Mich., reports an increase of 68 per 
cent in the number of Electromaster 








electric ranges and water heaters 
shipped in 1936, over the previous 


year. 
* * & 


Wood screw prices were re- 
cently advanced, with base discount 
now being 55 per cent on flat head 
bright; 51 per cent on round head 
blue; 67 per cent on flat head brass 
and 66 per cent on round head brass. 
The new base discount reflects an 
average increase of 5 per cent on 
steel screws and 14 per cent on 
brass screws. 

* * * 


Wage increases by several o} 
the leading steel companies will un- 
doubtedly spread to the entire in- 
dustry before the end of the week, 
said The Iron Age in its March 4 
issue. In the Central district the 
common labor rate has been ad- 
vanced from 52% cents to 62% 
cents per hour, equal to a minimum 
of $5 a day, and time and a half 
has been granted for work in ex- 
cess of 40 hours a week. In dis- 
tricts where wage rates have been 
lower than in the Central area it 
is probable that increases will be 
given that will preserve the geo- 
graphical wage differentials that 
have existed. Skilled labor whose 
pay is in excess of the $5 a day 
minimum will receive approximate- 
ly 10 per cent additional. Steel 
companies are working on cost 
sheets in an effort to determine the 
amounts that must be added to sell- 
ing prices in order to preserve 
profits. 

Pending the announcement of 
prices, many of the steel companies 
have withdrawn temporarily from 
the market. Except for tubular 
products and a few minor items, 
they have nothing to sell for March 
shipment and are not anxious to 
book additional business for second 
quarter until prices are definitely 
known. News of prospective in- 
creases has, however, brought a 
fresh influx of specifications against 
contracts. It is probable that the 
new prices will take effect immedi- 
ately and there may be further up- 
ward adjustments in the second 
quarter if the advances are not suf- 
ficient to meet advancing costs. On 
sheet mill products most mills are 
sold up for 15 to 20 weeks. In the 
case of the pig iron increase of $1 
a ton last week, orders are being 
accepted only for March shipment, 
indicating that another rise may 
occur for second quarter orders. 

Steel ingot production is estimated 
at 85 per cent, a gain of two points 
over last week, and the highest since 


October, 1929. 
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MOTO-MOWER 


FOR 19 YEARS THE PREFERENCE OF USERS 
OF POWER LAWN MOWERS 


HERE’S A Profitable—NATIONALLY-ADVERTISED 
NATIONALLY-KNOWN LINE of ... 


LOW-PRICED MOTO-MOWERS 
FOR THE LIVE HARDWARE DEALER 


You can create sales and profit by displaying on your 
floor our hardware line of power lawn mowers— bearing 
a name that for 19 years has been a symbol of power 
mower quality throughout America. Priced to be sold 
in competition with mail order lines. Write for literature 
upon this hardware line of Moto-Mowers and informa- 
tion upon our exclusive deal- 
ership proposition. 


Complete line of larger power 
lawn mowers up to 72” cutting 
ma width also available. Write 
@ for catalog. 


















* 
MOTO-BOY MODEL 


A WELL-DESIGNED, RELIABLE $7600 on 
MOTO-MOWER RETAILING AT = Detroit 


THE MOTO-MOWER CO. 


4607 WoopwarpD AvE., DETROIT. MICHIGAN 














from ~\>~ NEW YORK 


a Suggestion to 


BUSINESS MEN 


Arter a busy day, many business men have 
reports to make—letters to write, etc. Those 
who live at Hotel McAlpin find ample writ- 
ing desks, pens that WRITE, plenty of sta- 
tionery... plus the comfort and quiet to 
concentrate. 

Add to this the luxury of the NEW rooms, 
beautifully decorated and furnished, and 
you will understand why the McAlpin is the 
preferred New York Hotel of thousands of 
busy business men. JOHN J. WOELFLE, Manager 


ROOMS WITH BATH FROM 


6950 400 450 


Single Double win-Bedded 


Hotel M°Alpin 


The Centre of Convenience 
BROADWAY AT 34th STREET, NEW YORK 
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SELLS FAST... 
SELLS EASILY... 











2. Generally improves stands SiB> Bp 
W SEMESAN JR. By) 
“Step comm 


3. Reduces damage by seed- |} 


4. Usually increases yields 





BECAUSE 


SEMESAN JR. helps corn 
growers these 4 ways: 


1. Protects seed against rot- = ee— 


¥ 
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ting in cold, wet soil 


ha) 5) 
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borne diseases 


ETT 


Corn growers can’t afford to waste seed corn this year — to 
plant more than is necessary, or to let any of it rot in the 
ground. SEMESAN JR. seed treatment is a necessity, and 
farmers know it! That’s why you can look forward to better 
sales and better profits if you will only push this Du Bay treat- 
ment. For, at a cost of only 14¢ an acre, SEMESAN JR. 
provides the 4-way protection that usually means improved 
stands and bigger yields. Stock up on this recommended dust 
disinfectant now. Order from your jobber. Displays, sales helps 
and newspaper electros or mats of ads will be sent free on 
request to the manufacturer. 


OTHER DU BAY SEED TREATMENTS 


New Improved Ceresan for Wheat, Oats and Barley; Semesan Bel for Potatoes; 
2% Ceresan for Cotton and Sorghums; Semesan for Vegetables and Flowers; 
Nu-Green and Special Semesan for Brown Patch. 
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START THE 
CUTON THE 
FIRST STROKE 


ATANY ANGLE 


MODERN 
BLADE 


WITH EASY 
STARTING 
TEETH 


Easy-Starting fine teeth on for- 
ward end of the blade wins 
approval of all users because it 
is the most practical blade for 


every purpose. 
Starts a cut at ANY 
angle. 
Teeth will not catch in 
corners. 
No scraping to begin 
cut. 
Will not slip off the cut- 
ting line. 


THERE IS NO WRONG WAY 
TO USE DUPLEX BLADES 


Leagth and teeth per inch clearly 
stamped on every blade 


The only hack saw blade bearing the 
label of the 
AMERICAN INSTITUTE OF FAIR 
COMPETITION 


Obtainable also in 
HYGRADE brand 


THE HENRY G. THOMPSON 
& SON CO. 


NEW HAVEN, CONN. 
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Standardized Installment Terms 
Urged by J. Anton Hagios 


OOPERATION of community 
interests to weed out “perni- 
cious practices” in installment sell- 
ing wherever they may exist, was 
urged by J. Anton Hagios, manager, 
Credit Management Group, Nation- 
al Retail Dry Goods Association 
before a recent district conference 
of that body in Washington, D. C. 
He urged self-regulation of busi- 
ness in local communities particu- 
larly from the standpoint of stand- 
ardizing terms on a sound basis and 
in the advertising of carrying 
charges. 

Although he saw no reason for 
alarm in the present rapid rise in 
the rate of credit selling, the speak- 
er declared: “The time has come 
when we must take stock of the per- 
nicious practices which have crept 
into installment selling during the 
last two or three years, when we 
must decide whether we want un- 
bridled competition in terms; 
whether we want to continue to sell 
all types of general merchandise on 
the deferred payment plan; whether 
we want to maintain a maximum of 
36-month terms; or permit the 
growth of such elements in the pic- 
ture which over a period of time 
may adversely affect our stores.” 

Mr. Hagios suggested that install- 
ment terms regardless of the type 
of merchandise involved, might be 
standardized by community action so 
as to require a minimum down pay- 
ment of 10% and maximum terms 
of 24 months, with a graduating 
scale in which the length of the pay- 
ment period would increase in ratio 
to the amount of indebtedness. 

A responsibility exists, he said, for 
the retailer in community coopera- 
tion to correct the “archaic attitude” 
on the part of many consumers that 
the carrying charge is usuriou%. 

“There can be no question about 
the justification of the carrying 
charge and the fairness of the pres- 
ent rate to the consumer for the 
additional financial service per- 
formed. But, it is high time that 
communities got together to see that 
the quotation of the charge is fea- 
tured properly in newspaper adver- 
tising, unless they are willing to see 
governmental authorities step in and 
tell them how it shall be done. | 
hardly need tell you that once the 
government enters the picture, it i- 
virtually a safe prediction to say that 
the government will remain there 
until the whole field of installment 





selling has been regulated by laws 
and decrees.” 

One of the most important devel- 
opments in the credit field in 1937. 
the speaker predicted, will be in the 
growth of credit sales promotion 
activity by customer control or cus- 
tomer analysis methods. Customer 
control, briefly, is a study of the 
charge customer’s records for the 
purpose of ascertaining those de- 
partments in a store which she 
patronizes, and thereby providing 
the store an opportunity to bring 
to the customer’s attention the at- 
tractions of those departments 
where she is not a patron, or in- 
creasing her interest in those de- 
partments which she frequents. 





Fifty years of married life were cele- 
brated Jan. 6 by Mr. and Mrs. Frank S. 
Rost, at the home of their daughter in 
Milwaukee, Wis. They were married 
Jan. 6, 1887, in Dubuque, Iowa. Mr. 
Rost is a vice-president of the Frank- 
furth Hardware Co., Wholesale, Mil- 
waukee. He has been with the firm for 
49 years. 
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Display—Sell These 
Known and Needed 
Necessities for Shooters 


HOPPE’S No. 9 


LEANS gun bores mirror- 
bright quickly, removing 
lead, metal fouling, firing resi- 


due. And PREVENTS RUST. 


HOPPE’S Cleaning PATCHES 


Make easy work of applying 
Hoppe’s No. 9. Select canton flan- 
nel cut to size. Packed in dust- 
proof cartons. Sizes for all bores 
and all types of cleaning rods. 


HOPPE’S Lubricating OIL 


Keeps gun actions friction-free. Spe- 
cially refined. Light, pure, pene- 
trating. Won’t gum. Cleans, pol- 
ishes, too, and prevents rust. Fine 
for fishing reels, bicycles, vacuum 
cleaners, all fine mechanisms. 








Gun owners need ALL these Hoppe 
necessities NOW. Order from your 
Jobber, he’ll supply you promptly. 
And write to us for a supply of 
Hoppe’s Gun Cleaning Guides— 
FREE for your customers. 


FRANK A. HOPPE, Ine. 
2314-A North 8th Street 
Philadelphia, Pa. 
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“Reel 


Salesman’’ 
STORE DISPLAY STAND 
WITH CHAIN ASSORTMENT 


For new profits from early spring 
chain business, put the Cleveland 
“Reel Salesman” to work for you. 
This neat, efficient merchandiser 
gets the customer's attention—re- 
minds him of chain needs. Dis- 
plays any one of the many popular 
assortments in both welded and 
weldless lines to fit demands of 
different localities. 

Stock these fast-selling Cleveland 
Chains on the new Reel Salesman: 
Buckeye — Lockweave — Pump 
Safety—Steel Sash—Jack Passing 
Link—Twist Coil—Machine. Send 
today for new catalogue insert 
giving full information and prices. 


THE CLEVELAND CHAIN & MFG. CO. 
CLEVELAND, OHIO 





CLEVELAND CHAIN 
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Pick up extra profits from 
a display of TRUMP 
GARDEN TOOLS. Gar- 
den lovers will jump at the 
chance to buy a smartly 
boxed set of Trump trowel, 
fork and cultivator. Or 
these three tools and a 
transplanter can be bought 





Dressed up to SEL 


the Garden Lover . 
BZ 


to sell separately. All are firished in smart baked green enamel. 
Sturdily made from 18 gaug~ steel with turned hard wood handles, 
Order from your wholesaler, quick, for spring business. 


the MICE ana mne COUNTERPACK 








Pues 


LOOK FOR THE “GaB” LABEL 


ui Lone 


make the sales 


Their spring activity calls at- 
tention to these ever-present 
destructive pests. A Victor 
Counterpack, prominently 
placed in your store, sells the 
traps. Contains 6 dozen Victor 
mouse traps. 

You'll want a stock of Victor 
Rat Traps, too— the kind with 
the two-way bait pedal. Your 
wholesaler will supply you. 


ANIMAL TRAP COMPANY 
OF AMERICA - LITITZ, PAL 





GB 


YOUR PROTECTION AGAINST SUBSTITUTION 


PREFERENCE Continned preference with experienced buyers everywhere, a the increasing sember 


of new customers, testify to the soundness of our adherence 


the standards of QUALITY 


) and SERVICE which have established the name of “G & B” as a guaranty of dependability — 


The Gilbert & Bennett Mfg. Co. 


Established 1818 - America's Uidest Woven Wire Factory - Manufacturers 


VIRE CLOTH Clo 


New York City Georgetown, Conn 


NETTING and FENCING 


th in all Meshes and Gauges 
Island, Hl K. 


ansas City, Mo. San Francisco 















WIRE CLOTH 


A perfect screen 
cloth for those who want the best. 








@ RUSTLESS 
Not affected by any weather con- 
dition, salt air, acid or gases. 


@ GREAT STRENGTH AND DURABILITY 
Being made of special alloy of 90% 
copper and 10% zinc. 


@ ENDURING BEAUTY 
Either bright or antique finish. Covered 
with a coat of transparent varnish. 


Bronze Cloth is packaged in handy indi- 
vidual cartons—all widths from 18 to 42 
inches—14-mesh, 16-mesh and 18-mesh. 


ORDER FROM YOUR JOBBER... 









WIRE 

WIRE CLOTH 
POULTRY NETTING 
HARDWARE CLOTH 
WIRE NAILS 


WICKWIRE 





BROTHERS 


COR TLAR eM. Y. 
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“Carnival Days” at Lowe’s Hardware, Ogden, Utah 


Window Display Is “Circus” 
for Extra Trade 


UCH extra business is brought 

to Lowe’s Hardware store, 
Ogden, Utah, by bringing to town a 
circus (miniature, of course) each 
day for the children and grown-ups 
as well, reports Carlyle Wight, win- 
dow trimmer and inventor. 

“We bring the circus to town by 
featuring in our window display art 
posters of elephants, lions, cages of 
lions and other animals,” Mr. Wight 
points out. 

“We also have ferris wheels, 
merry-go-rounds and carnival at- 
tractions which children and grown- 
ups as well spend much time watch- 
ing. The merry-go-rounds revolve 
and miniature horses and doll-riders 
astride them go into action and rise 


and fall like those in larger carnival 
attractions. 

“The window display is illumi- 
nated at night for hardware window 
shoppers, and throughout the day 
and evening there is a loudspeaker 
apparatus connected with the radio, 
phonograph recording machine or 
broadcasting system—so that the 
realism of the circus bands, carnival 
chatter and steam calliope music is 
brought out to attract the crowd. 

“With the crowd attracted to the 
circus and carnival windows, they 
are bourd to see our windows deco- 
rated with hardware, where we 
make intriguing displays. Extra 
trade 1esults—business is 20 per 
cent ahead of a year ago. 





Hardware Sells Radio Receivers at 
Rate of Fifteen to Twenty-five 
a Month 


STORE which specializes only 
in radios or electrical goods 
does not have half the chance 

to sell this same merchandise as 
does a fully equipped hardware 
store, believes G. E. Faulkner, pro- 
prietor of the Beverly Hardware Co. 
in Beverly Hills, Calif. 

The foregoing was made in the 
light of several year’s experience, 
with a fine steady sales record to 
back up Mr. Faulkner’s statement. 
Radios come into the classification 
of extra sales, so the time and at- 
tention given to radio displaying and 
selling is well worth while. In this 
store radios are considered the one 
best side line, because out here in 


this section of fine estates, refrigera- 
tion, heating appliances and the like 
are well taken care of when the 
homes are built, so the chances of 
doing much of a job on merchandise 
of this character is decidedly 
limited. 

Fifteen to twenty-five radios a 
month is the average sales record 
here. These higher priced items 
which go a long way in maintaining 
satisfactory profits, are sold directly 
in the store.. No outside sales force 
is used as experience has taught the 
lesson that in this district, this form 
of selling does not work out very 
well. A good supply of radios kept 
up front and in the window does 
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EVERY ITEM HAS THAT EXTRA Something ! 


More and more builders specify 
Frantz hardware simply because 
it has some element of greater 
adaptability, greater strength 
or added beauty—at no added 
cost. And this added ‘‘some- 
thing’’ runs through the whole Be 
complete Frantz line. Why not Be 
send for latest information and [¥ 
samples—NOW. 


FRANTZ 


Guaranteed BUILDERS HARDWARE 
_ 






No. 708 Extra 
| Heavy Tee Hinge 
No. 938 High 
Grade Wrought 

J Steel Hinge. 







Weather-proof Original 
bird-proof ‘‘watershed” 
“Glide” Hang- track with tel- 
er and Track. escopic joint. 


IEEE ST TS, 
BARN DOOR HARDWARE =§GARAGE HARDWARE 

























Complete Hardware in Sets Miscellaneous items 


a “ the-Top” Equi 
— Prec they ag —for cupboard doors, cabi- | Hasps, hooks, staples, 
—Gable Door Sets, —Sliding Folding Sets nets, cellar windows, screen springs, hinges, braces, 


doors, screen sash, etc. 


STERLING, | 


door stops, etc. 


ILLINOIS, U.S.A. 


Hinges, Hasps, etc. —Swinging Sets 
FRANTZ MANUFACTURING CoO., 











= 








Star Moly Hack Saw Blades 
Need No Introduction 3g 


Good mechanics recognize the distinctive copper 
finish. They know too, that these blades—both 
power and hand—cut fastest, stay sharp longest 
and therefore cost less. That's why STAR out- 
sells all others. 


Seis! ocean 


Exclusive distribution through hardware and mill 
supply distributors protects your market, assures 
your profit. 


CLEMSON BROS., 


MIDDLETOWN, N. Y. 








‘Wright netting, known everywhere by the familiar 
Rooster trademark, is admittedly the quality prod- 


INC. 





uct of the industry. It is evenly and uniformly 
woven with straight selvage and heavily galvanized. 
Copper bearing steel exclusively. Take advantage 
of this quality product at no increase in price. 


G. F. Wricut STEEL & Wire Co. 


WORCESTER, MASS., U. S. A. 
New York Atlanta Chicago Los Angeles 
WIRE NETTING WIRE CLOTH WIRE LATH 
CHAIN LINK FENCE WIRE CLOTHESLINES 



















SELL THE LEADER 
FOR BIGGER PROFITS | 


bigger | 


STEARNS Sota 

FAUCETS 
STEARNS faucets open a greatly widened 
market because they are lower in price than 
bronze faucets of this type. 





Assure yourself of in| = 
profits. Sell this nationally TM 

known line of soldering prod- ) 
ucts, in constant demand by | \ 


CORE SOLDER 





FLUX & PASTE 


These are real sellers and offer you an attrac- 
tive extra profit. Absolutely leak-proof and 
dependable. Made of close-grained grey 
iron (cadmium plated). Guaranteed to hold 
all non-corrosive petroleum — 

Self-Closing Faucet (No. 60) %” U Std. Pipe 


Thread. %4” Flow. Special impregnated aeat valve 
facing is permanent. No replacement necessary. 
Lock-Lever Faucet (No. 50) %4” U. S. Std. Pipe 
Thread. ” Flow. Plug ground to each barrel. 
Spring washer holds tight joint. 

Ask your jobber for STEARNS faucets. 


E. C. STEARNS & CO.... .SYRACUSE, N. Y. 


















No. 50 2 
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millions of satisfied users. 
Packaged in attractive three- | 
color, self-selling cartons. 
Write now for free sample | 
and price list. 


THE RUBY CHEMICAL CO. 
58 McDowell St., Columbus, O 
















TOOLS THAT 
GOOD 
MECHANICS 


Utica tools 
are in demand 
by the best me- 
chanics who know and want 
good tools. These men are 
good customers and UTICA 
tools give lasting satisfaction 
and make for satisfied custom- 
ers. UTICA offers the widest 
range of high grade Alloy Steel 
pliers and wrenches in the 
world, giving you an oppor- 
tunity to stock such numbers 
as move promptly in your 


community. 


UTICA Thin Alloy Steel 
Wrench « No. 91 


PRICE EACH 
4" 85¢, 6” 85¢, 8" $1.05 
10” $1.30, 12 $1.90 


UTICA 


DROP FORGE & TOOL 


CORPORATION 
UTICA» NEW YORK 
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The Beverly Hardware Co., Beverly Hills, Calif. 


the introduction selling job. Home 
demonstrations do not work out ad- 
vantageously in Beverly Hills. 

On the other hand, a good radio 
repair man will bring in many new 
customers to the store. All radios 
need seme attention, pointed out 
Mr. Faulkner, so a good workman 
is a decided asset to the house. 
“Take the Pickfair account, they had 
several radios which did not work 
right, so getting them all in good 
condition made a first rate customer 
for the house for the many items 
which we carry in the store.” 

This is one store which always 
keeps the out-of-the-ordinary items 
to the fore with good results. Fish- 


ing tackle was formerly kept to the 
rear of the store, moving it right 
to the right of the front entrance 
caused the sales to double. 

Several tables of electric clocks, 
toasters, percolaters, waffle irons 
and electric irons at the front en- 
trance is also the means of picking 
up quite a little extra business. One 
of the specialties of the house is the 
repairing of all sorts of electrical 
appliances at a nominal cost. What 
is more natural than a fine display 
of these related items? Many extra 
sales and new customers for the 
house are too, directly traceable to 
the work done by the electrical) 
repairman. 





CONVENTION CALENDAR 


Associated Pot and Kettle Clubs 
Annual Convention, Hotel Gearhart, 
Gearhart, Ore., June 25 to 27 inclusive, 
1937. J. M. Robertson, secretary- 
treasurer, 4725 District Blvd., Los An- 
geles, Cal. 

The Retail Hardware Association of 
Alabama annual convention and exhibit, 
Tutwiler Hotel, Birmingham, Ala., May 
4 to 6 inclusive, 1937. J. H. Crowe, 
secretary, 410 N. 21st St., Birmingham, 
Ala. 

The Hardware Association of the 
Carolinas, 33rd annual _ convention, 
Winston-Salem, N. C., at place to be 
later designated, June 8 to 10 inclusive, 
1937. Arthur R. Craig, secretary, 803 
Commercial Trust Bldg., Charlotte, 
x. C. 

Eastern Hardware Golf Association’s 
Third Annual Tournament, Buckwood 
Inn, Shawnee-on-the-Delaware, Pa., May 
20 to 22 inclusive, 1937. H. L. Gillian, 
secretary, Care Wood Shovel & Tool 
Co., 50 Church St., New York City. 

The Louisiana Retail Hardware & 
Implement Association convention, Alex- 
andria, La., May 17 and 18, 1937. Head- 
quarters hotel to be announced at a 


later date. A. H. Aucoin, executive 
secretary, 336 S. Rampart St., New 
Orleans, La. 

Southern Hardware Jobbers’ Associa- 
tion, 47th annual convention jointly 
held with American Hardware Manu- 
facturers’ Association, 74th semi-annual 
convention, Hotel Roosevelt, New Or- 
leans, La., April 19 to 22, inclusive, 
1937. Secretary Manufacturers’ Assn.: 
Chas. F. Rockwell, 342 Madison Ave., 
New York City. Secretary Jobbers’ 
Assn.: T. W. McAllister, 1020 Grant 
Bldg., Atlanta, Ga. 

Triple convention of the Southern 
Supply and Machinery Distributors’ 
Assn., the American Supply and Ma- 
chinery Manufacturers’ Assn., and the 
National Supply and Machinery Dis- 
tributors’ Assn., New Peabody Hotel, 
Memphis, Tenn., May 10 to 13 inclusive, 
1937. Secretary, National Association: 
H. R. Rinehart, 505 Arch St., Phil- 
adelphia, Pa. Secretary, American As- 
sociation: R. Kennedy Hanson, 916 
Clark St., Pittsburgh, Pa. Secretary, 
Southern Association: Alvin M. Smith, 
c/o Smith-Courtney Co., Richmond, Va. 
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“Speed Kings”. Parents want LOW UPKEEP COST—and they 
get it. . . the new hard-tempered rollers are guaranteed for 500 
miles travel or a whole year’s use. You want VOLUME and 
PROFIT—and you can get it with the “500 Miler”. This beautiful ==> 





new skate is “within reach” of everybody’s purse—retailing from 


The 500 Mile skate and others in the Speed King line are 
nationally advertised. Write for special 1937 proposition. 


HUSTLER CORPORATION .. . STERLING, ILL. 


Skaters want SPEED—and they get it with the new 500-mile ae A 


$1.95 to $2.25 a pair. > . 
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70g WORLDS FASTEST ROLLER SKATE 
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TO YOUR 
INCOME 


BY OFFERING A 











the old hand sharpening method and does a far better job. Hundreds 
of dependable Hardware Dealers offer this service to their cus- 
tomers and make a handsome profit on the side. COMPLETE 


salability. 





ADD Do Your Customers 
a Favor ...Recommend 


ALABASTINE 


HOUS 


En 


LAWN MOWER 
SHARPENING Your customers will like 
SERVICE the covering and lasting 


qualities of Alabastine 
House Paint, as well as 


THE IDEAL LAWNMOWER SHARPEWER is positively the last word in its reasonable price. 
lawnmower sharpening equipment. Fast and accurate, it replaces YOU will like its 





E PAINT 








PLANS FREE! Our free plans show you how to establish a 
successful lawnmower sharpening business as 
a part of your present service to customers. 
Many stores average from $30 to $40 PER 
WEEK on the Ideal Sharpener which requires 






Results. 












Unlimited Guarantee for Quality and 


There is a properly formulated 


Alabastine Product for every painting purpose. 





only the spare time of one of the clerks to 
operate. Send for free catalog today. 


THE FATE ROOT HEATHCO. 


702 BELL Sf. © PLYMOUTH, OHIO 



















ALABASTINE COMPANY 


GRAND RAPIDS, MICHIGAN 


A Complete Line of Oil Paints, Enamels, Varnishes 
and Water Paint Products 












































CASH IN ON 


EDLUND 


Can Opener Advertising 


other ad in the series. 
consumer campaign. 
your EDLUND products. 


more sales and profits. 


| EDLUND CO. 


| 

| A new consumer advertising campaign for 
| EDLUND products is under way, featuring 
particularly the No. 4 Can Opener. Good 
Housekeeping Magazine for March carries an- 
Take advantage of this 
Tie in by displaying 
Now is the time for 


BURLINGTON, VT. 
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CLEANS 
PERFECTLY 





FOR YOUR PRESTIGE 


—@-— 


FOR YOUR CUSTOMERS’ 
GUNS 


FIENDOIL 


SOLVENT 
and Gun Oil 


No need to stock both a solvent anda 
gun oil. No need to make your cus- 
tomers buy two items for one Job. 
Fiendoil does both Jobs for one price. 
It cleans perfectly, the inherent sol- 
vent removing all types of fouling. 
its patent base is the natural enemy 
of rust. it clings to the metal with- 
out becoming gummy. When they 
know you stock Fiendoil they’ll come 
in. Once they have used it they’ll 
come back for more. 





Retail Price 40c 
Dealer Price $3.20 doz. 











The 
McCambridge & 
McCambridge Co. 


12 L Street, S.£E. Washington, D. C. 
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Drought Effects Bring Opportunity 
for Pump Sales 


ITH many sections of the 

country suffering the after- 
effects of drought and the excessive 
heat of the past summer opportuni- 
ties for the sale of pumps of all 
kinds are numerous. To those pros- 
pects who advance the answer to 
your solicitation that the season is 
over, emphasize that equipment in- 
stalled now will find them all set 
for utilizing the proper water pump- 
ing equipment for the 1937 season. 
Point out that the weeks prior to 
the beginning of the 1937 warm 
weather season may find such a de- 
mand for installation of pumps that 
they will have to wait for several 
weeks before their water problems 
can be overcome by the setting up 
of the necessary equipment. Here 
is a pump sales checking list for 
busy dealers as prepared by C. F. 
Walters, in charge of the Inquiry 
Department, The F. E. Myers & 
Bro. Co., Ashland, Ohio. 

1. Market Gardens—Golf Courses 
—Orchards—Pastures. Drought con- 
ditions prevailing in many sections 
emphasize need for either pres- 
sure or flood irrigation. Check for 
both new installations and pump 
replacements. 

2. Resort Sections—Summer 
Homes and Camps—Taverns—Night 
Clubs—Hetels and Tourist Homes 
—Bathing Beaches. Many in this 
group will have electric power for 
the first time this (next) season. 

3. Public Parks and Private Es- 
tates. Check pump equipment for 
lawns, flower gardens, swimming 
pools and lily ponds, fountains and 
water falls. 

4. New Dwellings. Much building 
activity; check for both water sys- 
tem and automatic sump pump. 


5. High Village Water Rates— 
Inadequate Supply—Poor Drinking 
Water. Such conditions in many 
villages, particularly during dry 
seasons, make home owners willing 
prospects for water systems. 


6. Industrial. Check industries 
and institutions for water supply, 
booster, circulation and condensate 
return units. This is the season for 
plant expansion and overhavling. 


7. Air Conditioning. Contact lo- 
cal architects and plant engineers 
regarding deep well water supply 
for summer air conditioning. This 
market is developing rapidly. 

8. Flooded Basements. Remember 
the recent frantic efforts to secure 


sump pumps? Why wait for an- 
other flood? Check low lying dis- 
tricts. 

9. Filling Stations. Transients 
always look for the rest room sign. 


10. Rural Power Lines. Get data 
on new farm line extensions from 
local power company. Surveys show 
that better than thirty per cent of 
new farm customers plan to pur- 
chase water systems. . . . General 
improvement in farm conditions 
and extension of power lines has 
made the farmer the most impor- 
tant buyer of water systems. 


Following such an outline to de- 
velop new business and using the 
manufacturers’ display material and 
other services of promotional nature 
can build a nice business for your 
store. Some of the above sugges- 
tions have no season limits, al- 
though the list was primarily pre- 
pared for guidance during the warm 
seasons. 


Walker Hardware Catalog 


No. 36—532 pages describing and 
illustrating lines of shelf hardware, me- 
chanics’ tools, agricultural implements, 
sporting goods, builders’ hardware, 
stoves, cutlery, household goods, fishing 
tackle, “gold tip” and “silver tip” steel 
goods, floor coverings, ammunition, 
paints, and varnishes. Price informa- 
tion included. Completely indexed. 
Isaac Walker Hardware Co., Peoria, Ill. 


Schwabacher Catalog 


No. 19—1550 pages. Catalog is di- 
vided into separate sections devoted to 
tools and auto accessories, general hard- 
ware—iron and steel, builders’ hard- 
ware and paint, housefurnishing goods, 
and sporting goods. The various prod- 
ucts are illustrated and their description 
include price information. Catalog is 
thumb-indexed. Schwabacher Hardware 
Co., Seattle, Wash. 


General Hardware Catalog 


No. 37—988 pages. Among the lines 
included in this catalog are steel goods, 
harness, bathroom and plumbing equip- 
ment, builders’ hardware, paints and 
varnishes, large and small electric ap- 
pliances, household goods, ranges, heat- 
ers, kitchen utensils, cutlery, guns and 
ammunition, sporting goods, and wheel 
goods. Catalog is alphabetically indexed 
for easy and quick reference. Blish, 
Mize & Silliman Hardware Co., Atchi- 
son, Kan. 
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SEAL-KRAFT and SEAL-PAKT 
ROSE BUSHES 
SHRUBS, PERENNIALS, ETC. 


Bring added Customers to your 
Spring Sale 
SEAL-KRAFT and SEAL-PAKT 
Processed Plants are clean, need no 
watering and are easy to handle. 


Write for information on a new and com- 
plete Nursery Service 


C. E. WILSON & CO., INC. 


Manchester, Conn. 














¢e THE SWEDISH “PRIMUS” - 


Is the Indispensable Companion of Explorers 
and 
Invaluable to Campers 
Cw 
Burns kerosene 
or gasoline with 
equal efficiency 
Smokeless — Reliable — Safe 
(o ) 
Send for complete 
of more than 60 patterns 


eSANDVIK SAW & TOOL CORPORATION ® 


740 Washington Ave., North 47 Warren St. 
Minneapolis, Minn. New York, N. Y. 


catalog 





INTRODUCING! 


CHAMPION LINE 
STEEL TRAPS 


Fully guaranteed! Strong tem- 
pered springs—solid, durable 
construction. Backed by 40 
years’ manufacturing experi- | 
ence. 














AT LOWER PRICES 
JOBBERS! CHAMPION Steel Traps are LOWER 
PRICED, yet have same quality as_ others. 
Write for prices and discounts today. 


CHAS D. BRIDDELL, Inc. 


Dept. HA-3. Crisfield, Maryland, U.S.A. 


BRIDDELL GUARANTEED QUALITY 











20 Reasons Why 
STAR HEEL Plates 
Should Be Used 


These 20 reasons for using them are good reasons 
for selling them. They’re listed on a handy size 
Blotter. Dealers who mention these reasons are 
sure to increase sales and profits. Remember STAR 
Heel Plates sell for ALL shoes, because they fit 
ALL SIZES of shoes. 14 gross pairs in box. Send 
for Blotter, Samples and Prices. 
Sold by Leading Jobbers 


STAR HEEL PLATE CO. 


NEWARK NEW JERSEY 




















MICKLIN METAL CORNERS 


now manufactured and sold exclusively 
by W. J. DENNIS & COMPANY 


for 37 years makers of Clincher 
Weather Strips, Dennis K-D 
Screen Frames, 

Screen Hangers, Squeegees, 
and other fast selling specialties. 
Complete New 1937 Catalog just 
off the press. Write for free 
copy today. 


WwW. J. DENINIS & CO. 


2110-20 WEST LAKE ST. <<«CHICAGO 






Ask for Samples 
and Prices 

















A Practical Wrench 
For Nut and Pipe Work 


A man may not serve two masters, but this 
new B. & C. Combination Wrench will han- 
dle either pipe or nut work equally well. 
Does away with employing two separate 
wrenches. Head, Bar and Shank one-piece 
steel forging. Exceptional strength. 
parts interchangeable. 5 sizes: 8 to 18 ins. 
Good sellers. 


| TRADE 
e() 


Ask Your Jobber 


BEMIS & CALL CO. 


Springfield, Mass. 


























REAL sales representa- 
tives advertise in the 
"Sales Accounts Wanted" 
columns of the classi- 
fied advertising section 
of HARDWARE AGE. 
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THE COMPLETE LINE 


@ Sliding Door Hardware 

Rolling Store Ladders 

Overhead Conveying Equipment 
Garage Door Hardware 

Folding Partition Hardware 
Fire Door Hardware 

Overhead Door Hardware 
Warehouse Door Hardware 


Since 1888 Coburn Products Have Been Dependable 


COBURN TROLLEY TRACK CO. 
50 CANAL STREET HOLYOKE, MASS. 
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information regarding sources of supply as pro- 
vided readers of Hardware Age by the “Who Makes 
it?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue published on August 27, 1936. 





The “‘Who Makes It?” issue of Hardware Age enables you to quickly locate sources of 
supply and helps you answer many questions regarding brand names, products, etc. 


Philadelphia, Pa.; Kindly advise 
us where we can purchase the Mor- 
row oilers?—W. A. Wurst. 

ANSWER: Morrow Lubricator 
Co., Wacker Drive at Lake St., Chi- 
cago, Ill. 

* * * 

New Rochelle, N. Y.: Who manu- 
facturers the Micky line of door 
holders and window locks and who 
is their nearest sales _representa- 
tive?—-Huguenot Building Special- 
ties Corp. 

ANSWER: Grand Specialties Co., 
3101 W. Grand Ave., Chicago, IIl., 
is the manufacturer. Geo. H. Fisher, 
416 Broadway, New York City. the 
nearest sales agent. 


* * * 


Sterling, Ill.: Kindly inform us 
who manufactures Pulvite wall 
cleaner?—Phelps Hardware Co. 

ANSWER: Milwaukee Lubricants 
Co., 224 Broadway, Milwaukee, Wis. 


* * & 


Lavonia, Ga.: Provide name and 
address of the manufacturer of 
Pointer ranges?—J. R. Morgan. 

ANSWER: Gohmann-Kahler 
Corp., New Albany, Ind. 


Se £ ®& 


Philadelphia, Pa.: Can you furn- 
ish the name and address of the 
manufacturer of a knife called the 
Gits knife?—-Murta, Appleton & Co. 

ANSWER: Gits Bros. Mfg. Co., 
1846 So. Kilbourn Ave., Chicago, 
il. : 
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Frederick, Md.: Provide name and 
address of Windowphanie a trans- 
parent paper for use on windows? 
—Community Hdw. Co. 

ANSWER: Windowphanie Co., 65 
Fifth Ave., New York City. 


* * 


Hancock, Md.: Where can we ob- 
tain parts for the New Way corn 
planter?—Exline Hardware Co. 

ANSWER: Rock Island Plow Co., 
Rock Island, Ii. 


* + 


Two Harbors, Minn.: Who makes 
the Run Easy lawn mower?—Chas. 
E. Welch. 

ANSWER: This is a special brand 
of the Simmons Hardware Co., St. 
Louis, Mo. 

* * 

New Kensington, Pa.: Who makes 
the Biltwell level winding fishing 
reel?—Johnston Hardware Co. 

ANSWER: Bronson Reel Co., 
Bronson, Mich. 


* * * 


Geneva, Ind.: Where can we ob- 
tain repairs for the Gale plow?— 
B. R. Farlow. 

ANSWER: Moore Plow & Imple- 
ment Co., Greenville, Mich. 

* & 


Spring Valley, N. Y.:Please furn- 
ish us with the address of the Sim- 
mons Bed Co?—Kaplowitz & Alpert, 
Inc. 

ANSWER: 230 Park Ave., New 
York City. 


New Castle, Pa.: Provide name 
and address of the manufacturer of 
Rij-O-Matic ironing boards?— 
Kirk, Hutton & Co. 

ANSWER: J. R. Clark Co., 2nd 
Ave. N. & Aldrich St., Minneapolis. 
Minn. 

* * * 

Yonkers, N. Y.: Who makes the 
Magic Covers which are used in 
covering rolling pins and pastry 
boards?—C. D. Serven. 

ANSWER: Magic Cover Co., 
Newport, Me. 

* * * 

Portland, Me.: Provide name and 
address of the manufacturer of 
Mummert-Dixon electric power 
grinders?—King & Dexter Co. 

ANSWER: Mummert-Dixon Co., 
217 Philadelphia St., Hanover, Pa. 


* #2 # 


Lihue, Kauai, T. H.: Who makes 
an electric vegetable juice extrac- 
tor that extracts the juice from 
carrots, celery, parsley, beets, etc. It 
must be a machine which extracts 
the juice and not merely grind the 
vegetables?—Lihue Store. 

ANSWER: Hobart Mfg. Co., 
Troy, Ohio. 

* & *& 

Tarboro, N. C.: Provide name of 
the manufacturer of I X L single 
blade iron handle speying knives? 
—The Marrow-Pitt Hardware Co. 

ANSWER: Geo. Wostenholm & 
Son, Sheffield, England. New York 
Agent—Wm. Langbein & Bro., 16] 
Willoughby St., Brooklyn, N. Y. 
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NEW! 


The Best “Catch” 
of the season in these 


NEW SPONGE NETS 


Profitable assortments of 
Sponges that will SELL. 
Invitingly displayed to their 
best advantage in the handiest 
container you have ever seen. 
Send for circular to 


Schroeder & Tremayne, Inc* 









with the New 


Pn eo It’s OU ALITY 
Thru and Thru! 


Look at them all! You'll at once see the 
PREMAX SOLID STEEL RODS are quality 
—and that they'll be the big leaders every- 
where at 50¢ to $1.75 retail. Send for Rod 
Bulletin and Samples Today. 


PREMAX SALES DIVISION 
Chisholm-Ryder Company, Inc. 


























St. Louls, Me, | wow York, N.Y. 3801 Highland Avenue, Niagara Falls, N. Y. 
9@ STAY vate 
R. MURPHY’S sii KNIVES 5 
The standard of excellence in work knives for 87 years -§ A N D S L E V E L S 
: These fine work [—_ —_——= _ — TOL nese j 
soy wig ‘Factory Built-In ‘hela 
ee a a MASONS’ WOOD AND ALUMINUM 
“a veer CARPENTERS’ WOOD AND ALUMINUM 
cutlery counter TILE SETTERS’ WOOD AND ALUMINUM 
sales most satis- SAND’S-STEVENS SURFACE AND LINE 
factorily. Catalog on Request 
is Pap —n~ SAND’S LEVEL & TooL COMPANY « 
It is in YOUR interest to be interested. Catalog on request. 8631 Gratiot Ave. DETROIT, MICH. @ 
Robert Murphy's Sons Co., Ayer, Mass. Est. 1850 Sr 




















Extra Sales—Extra Profits 


—with this Fast-Selling 
Display on your Counter. 











| New Justrite 
| PUSH-CLIP 
Display 
No. 17 
Every household needs 
Justrite Push-Clips... 
to keep lamp cords and 
radio wires in place, 
neat off the floor! Col- 
ors to match cords or 


Set ae 8 woodwork! Easy to in- 
for 10¢ stall—no tools needed. 
Holds cord tight, easy 


to remove, does not 
mar walls or woodwork. 


No. 17 PUSH-CLIP DI8- 
PLAY (% gross cards): 
9 cards Ivory, 3 cards 
White, 9 cards Old Gold, 
6 cards Dark Red, 6 
cards Dark Brown, 38 
cards Green. 


JUSTRITE MANUFACTURING CO. 
2073 Southport Avenue Chicago, Illinois 





BALTIMORE MARYLAND &\ | 


P  BRUSH-NU COMPANY ,.”_ Aim 














600A TORCH ; NEW! “oe Display Case 


An outstanding value tt he a 








Here’s a fine-quality torch for the | J ™inum  lac- 
man who prefers a fully-enclosed cae shews 
burner and a lock-down pump—at best 
a popular price. This sturdy tool fers. Many 
is strongly constructed and pro- ony 
duces a powerful, well-controlled front. 


flame. The tank is finished in 
highly polished brass. Other low- /s 
priced torches for the occasional gz: ~/ 4 ; 

user are C & L 800 and C & L 158A. eo tad “L.A, Jobber 


Write for descriptive folder to the 


Combines — fic, adi 
CLAYTON & LAMBERT mre. ™ with iatn‘aaly spend by a | ‘Marble's Si ae sortment listing at $33 
GAN w your own selection 0 e’s g as: me sting a or more. 
SurNser, Geen A | MARBLE ARMS & MFG. CO., 540 Delta Ave., Gladstone, Mich., U.S.A. 

Makers of world’s largest selling firepots. | 
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CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 


at special rate of one cent a word, mini- 
mum 50 cents per insertion. 


All Other Classifications 
Set Solid, Maximum of 50 words... .$3.00 


Each additional word............ 06 
All Capitals, Maximum of 50 words.. 4.00 
Each additional word............ 06 
Allow Seven Words for Keyed Address 
Boxed Display Rates 
B Gea ccccccccccccccccccccccsees $5.00 
Each additional inch...........++:+ 4.00 





Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


e CLASSIFIED ADVERTISING RATES 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 
ments 


——- J —— 
REMITTANCE MUST ACCOMPANY ORDER 
d check or money order, 
not currency. 
ae e — 
HARDWARE AGE is published every other 
Thursday. Classified forms close 13 days 








previous to date of publication. 


NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


—_— @-— 
Address your correspondence and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St., New York City 








HELP WANTED 


BUSINESS OPPORTUNITIES 


SALES REPRESENTATIVES WANTED 








NORTHERN MANUFACTURER HAS AN 
OPENING 


for an experienced salesman, territory southeastern 
states. Do not answer unless you know hardware and 
mill supply jobbers intimately. References neces- 
sary, and your complete history for period of past 
10 years. 
Write Box C-464, HARDWARE AGE, 
239 W. 39th St., N. Y. City. 


BUSINESS OPPORTUNITIES 


WANT TO BUY ESTABLISHED STORE 
with general line of hardware paints, etc., in live 
wire New England town, population about 25,000. 
Please give all details. Address Box C-473, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 




















FOR SALE—MODERN HARDWARE AND 
paint store. Small stock, excellent location on 
busy thoroughfare, main street. Well known. 
Will rent or sell store, or stock alone. Owner 
forced to retire because of ill health. Well estab- 
lished. Address Spiwak Hardware Company, 477 
Broadway, Newburgh, =. 


MANUFACTURER OF NEW _ SELF-DE- 
SIGNING paint, also new water wave paint offers 
exclusive territories to salesmen calling on Paint, 
Hardware, Artists’ Supply and Dept. Stores. Good 
Commission. State territory covered. Further de- 
tails upon application to sales manager. Address 
Lyndhurst Laboratory, Lyndhurst, N. J. 





SALES REPRESENTATIVES WANTED 








TO SALESMEN 


now calling on 


HARDWARE, DEPARTMENT and GENERAL 
STORES, we offer an old established, fast selling 
line of 10¢ to 50¢ items on commission basis. Ad- 
vise lines now handled and territory covered. 
Address Box C-47! care of 
HARDWARE AGE, 239 W. 39th St., N. Y. City 





FOR SALE—HARDWARE BUSINESS IN 
town of 1200. No competition. Excellent oppor- 
tunity. Good location. Good business and good 
reason for selling. Address Box C-477, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





NEW YORK WAREHOUSE AND OFFICE 
SPACE for rent. Ample facilities with light and 
heat. Location especially desirable for lines 
allied to hardware trade. Address—Sherwatt 
Equipment & Mfg. Co., Inc., 47 Murray Street, 
m. 3. Clty. 





FOR SALE—LARGE GENERAL HARD- 
WARE business, established 75 years in central 
New Jersey. Inventory approximately $25,000 to 
$35,000. Owner wishes to retire. Address Box 
C-461, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 





MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 





CASH FOR MERCRANDISE—CASH FOR 
tools, sporting goods, electric appliances, and 
what have you, in large or small quantities, new, 
used, shop worn, closeouts or manufacturers’ 
samples. We also want catalogues from manu- 
facturers selling direct. Address—F. Libby, 516 
East Broadway, Glendale, California. 





WANTED—MAN CAPABLE OF MAN. 
AGING a large hardware and housefurnishing 
store who is willing to take a financial interest in 
same. Wonderful opportunity for right person to 
get into well established business. ive age and 
nationality. Correspondence confidential. Ad- 
dress Box C-460, care of Harnpware Ace, 239 W. 
39th St., N. Y. City: 
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SALESMEN: 
A RED HOT SUMMER ITEM. 


The finest insulated refrigerator picnic boxes 
for picnics, outings, fishing and auto trips. 
State lines carried and territory. 


Address The W. 8. KRAUS COMPANY, 
Woodside, New York 











SALESMEN TO SELL TO THE wholesale 
and retail hardware trade a full line of fibre tool 
boxes as a sideline on commission. All territories 
open. Address Box C-476, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 





FORGED TOOL LINE BY PHILADELPHIA 
manufacturer. Territory open: Upstate New York, 
Carolinas, Alabama, Mississippi, Colorado and 
Mountain States. All replies will be handled con- 
fidentially. Address Box C-462, care of Harp- 
ware AGE, 239 W. 39th St., N. Y. City. 





SALESMAN—NEW ENGLAND. Already 
calling on trade with a hardware line; to carry 
full line plumbing supplies suitable for hardware 
trade. Business already established in this terri- 
tory. State lines being carried at present. Ad- 
dress Box C-481, care of Harpware AceE, 239 W. 
39th St., N. Y. City. 





SALESMEN—TO REPRESENT OLD ES- 
TABLISHED saw manufacturer offering com- 
plete line of saws, including crosscut saws and 
hand saws, to the hardware trade, opportunity to 
sell hardware jobbers and hardware dealers. Must 
travel most of time and have experience selling 
hardware jobbing trade. Give full details in first 
letter stating age, education, lines now carried, 
territory covered and how often. Address Box 
C-388, care of Harpwarp Ace, 239 W. 39th St., 
N. Y. City. 


SALESMAN CALLING ON HARDWARE 
AND paint trade to sell our popular-priced house 
paint and paint specialties. Commission basis only. 
A wonderful opportunity to create an income, as 
many repeat orders will follow. Address Box 
C-457, care of Harpware AGE, 239 W. 39th St., 
N. Y. City. 





SEVERAL GOOD TERRITORIES OPEN 
east of Rockies, north and south, for experienced 
commission salesmen for line of housewares, the 
Line No. 1 in industry. In answering, give details 
of lines you now handle, trade you call on and 
terrritory you cover. Address Suite 401, 1133 
Broadway, New York, N. Y. 








WELL-KNOWN, LONG ESTABLISHED 
FISH line manufacturer in New_ England desires 
representation in the states of Mississippi, Ala- 
bama, and Georgia. The line is an up-to-date one 
ard commission of 10% will be paid. This is an 
opportunity for a capable man to make a valu- 
able connection. Address Box C-438, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





SALESMAN TO CALL ON WHOLESALE 
hardware and dealer trade and mill supply trade 
with old established tool line. This is real oppor- 
tunity for experienced tool man who desires 
progress with small but growing concern. Give 
full details in first letter stating age, education 
and experience. Address Box C-470, care of 
HarpwareE Ace, 239 W. 39th St., N. Y. City. 





SALESMEN FOR NATIONALLY KNOWN 
BUILDERS’ hardware line. Territories open: 
Ohio, Michigan, Indiana, Kansas, Oklahoma, 
Arizona and all southern states east of Mississippi 
River. Must be well established with trade. 
Give references, lines handled, exact territory 
covered. Address Box C-458, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 





SALESMAN WANTED FOR ESTABLISHED: 
SIDE lines. Accounts established for years. Need 
man calling on furniture and rdware trade 
(wholesale and retail). Commission paid at first 
and if results are satisfactory, drawing account 
can be arranged. Territory open: Texas, Louisi- 
ana, Arkansas, Oklahoma and Kansas. Send all’ 
inquiries to Box C-466, care of Harpware Ace, 
239 W. 39th St., N. Y. City. 





NEW YORK PAINT MANUFACTURER 
OFFERS opportunities in western Pennsylvania 
and adjacent territory, also southeastern states. 
Complete line of shelf and maintenance products. 
Want good men to contact jobbers and dealers 
Commission basis. Give full details and refer- 
ences. No objection to side line. Address Box 


C-459, care of Harpware Ace, 239 W. 39th St... 


NY. City. 
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SALES REPRESENTATIVES WANTED 








SALES ACCOUNTS WANTED 





POSITIONS WANTED 





SALESMAN CALLING ON HARDWARE 
AND furniture stores and jobbers, to sell com- 
plete line coal, wood and oil circulating heaters, 
ranges and combinations for gas, coal and electric, 
with following either Maine, New Hampshire and 
Vermont or Eastern Penna. Complete line, well 
priced, good commission arrangement. Give full 
details lines carried and territory covered. Address 
Box C-479, care of Harpware AGE, 239 W. 39th 
a. M. ¥. Cig. 





SALESMAN WANTED—A MANUFAC- 
TURER WHO has been in business over 50 years 
has a well known line which sells to department 
stores, hardware stores and utility companies. They 
want a live sales representative and prefer one 
who now sells these companies but who would like 
to take on an additional line. In replying, give 
age, experience, territory and references. Terri- 
tory is North and South Carolina, Virginia, Mary- 
land, Delaware, Washington, D. C., and part of 
West Virginia. Address Box C-478, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


SALES ACCOUNTS WANTED 


OKLAHOMA SALESMAN CALLING ON 
THE building supply dealers and hardware dealers 
wants lines. Territory is worked in car so proper 
samples can be taken. Have good following and 
= produce results. Address C. W. Lynch, Perry, 

a. 











CANADIAN REPRESENTATIVE DESIRES 
ADDITIONAL NON-CONFLICTING lines. 
Will give good honest representation and thorough 
coverage. Send in your proposition to Box C-442, 
= of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 





MANUFACTURERS’ AGENT, WELL 
KNOWN IN eastern territory, seeks two or three 
non-competing lines. Has following among both 
wholesale and retail trade and can furnish any 
required references as to character, ability, etc. 
Address Box C-468, care of Harpware AGE, 239 
W. 39th St.. N. Y. City. 





EXPERIENCED MANUFACTURER’S REP- 
RESENTATIVE SELLING JOBBERS, depart- 
ment stores and major dealers in states of Iowa, 
Nebraska, Kansas, Missouri, Oklahoma, Texas and 
Arkansas can do justice to one more line of a 
reputable manufacturer. Address Box C-474, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 





MANUFACTURERS’ AGENT, CALLING 
ON HARDWARE (wholesale-retail) department 
stores, lumber and building material merchants. 
Could take on one or two more lines. Have ware- 
house and sales force covering entire state. Years 
of experience and clean record. Will consider spe- 
cials if stock carried in Orlando, not otherwise. 
Address M. G. Kibbe, Orlando, Fla. 





MANUFACTURERS’ REPRESENTATIVE 
WITH EIGHT YEARS’ experience, living in Cin- 
cinnati, Ohio, and calling regularly on the jobbers, 
semi-jobbers and major hardware dealers in Ohio, 
W. Va. and Kentucky, desires an additional line 
of a reputable manufacturer. Best of references. 
Correspondence invited. Address Box C-472, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 





MANUFACTURERS’ AGENT COVERING 
WISCONSIN, ILLINOIS, Indiana, Michigan 
and Ohio, selling automotive and hardware job- 
bers and ehain stores. Fifteen years this territory 
and a splendid record of increasing sales, is in- 
terested in a quality line. Address Box 7613-A, 
ome of Harpware Ace, 802 Otis Bldg., Chicago, 

inois. 





SALES REPRESENTATIVE FOR TOOL 
AND hardware manufacturers. Well established 
for many years with the jobbing buyer trade in 
southwestern states and regularly contacting 
same. Can give an additional tool or hardware line 
of reputable make, a profitable type of sales rep- 
resentation. Correspondence invited. Address 
Box C-465, care of Harpware AcE, 239 W. 39th 
St., N. Y. City. 


POSITIONS WANTED 


MANUFACTURERS’ SALES PROBLEMS— 
ANALYSIS — SURVEYS — distribution — mar- 
keting. Experienced. Also knowledge of build- 
ers’ general and specialty lines, having traveled 
most of the United States. Would accept for time 
of part or entire problem. Address Box C-475, 
ot of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 














MR. MANUFACTURER—ARE YOU IN- 
TERESTED in securing the exclusive services of 
a salesman who is exceptionally well known to the 
Metropolitan Hardware Trade, both jobbing and 
retail? At present employed but desires to change 
and can guarantee results. Only legitimate lines 
considered. Address Box C-467, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 





SALESMAN, WELL ESTABLISHED WITH 
THE hardware, automotive and mill supply trade 
of New England, would like to secure employment. 
Free to travel; eight years with nationally known 
manufacturer. A producer of volume, with initia- 
tive and first-class references. Age—just past 
forty. Address Box C-441, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 





SALESMAN, THOROUGHLY EXPERI- 
ENCED IN SELLING the hardware and house- 
furnishing trade in Metropolitan area, including 
Westchester and New Jersey, wishes to represent 
manufacturer in this territory. Have a large fol- 
lowing. Capable and convincing talker. Can put 
your merchandise over if it has merit. Address 
30x C-469, care of Harpware Ace, 239 W. 39th 
m.. BM. ¥.. Clay. 








Hardware Personnel 


Our files centain applications of several hundred ex- 
perienced and well trained employees in the hard- 
ware industries. 
NO CHARGE TO EMPLOYERS FOR THIS 
SERVICE 


If we can be of any help to you, just phone 
ASSOCIATED PLACEMENT BUREAU 

152 West 42nd Street New York City 

b. WIS. 7-1802, 1803 











EXPERIENCED MAN IN HARDWARE, 
HOUSEFURNISHINGS, toys, sporting goods, 
paints, etc., plumbing, electrical and mill supplies, 
window trimming, show card and sign work, store 
display and departmentizing, can manage sales 
force, or department manager. Wish to locate 
with a good live firm where 21 years of real hard- 
ware experience will be appreciated. Middle West 
preferred. Address Box C-463, care of HARDWARE 
AcE, 239 W. 39th St., N. Y. City. 





HARDWARE MAN THOROUGHLY EX- 
PERIENCED IN retail and wholesale hardware, 
paints, sporting goods and kindred lines desires 
a position with responsible retail firm. Refer- 
ences. Capable of buying, bookkeeping and store 
management. In late forties and good health. 
Free to go anywhere. Middle West or South pre- 
ferred. Salary secondary. Address Box C-428, 
care of Harpware Acg, 239 W. 39th St., N. Y. 
City. 





A WELL-QUALIFIED WHOLESALE HARD- 
WARE office man seeks position. Twelve years 
with prominent eastern jobber, and for two years 
previous with marine hardware distributor. Effi- 
cient supervisor and systematizer; thoroughly 
trained and experienced in pricing, billing, quota- 
tions, phone orders, price service, and inside sales 
work and promotional details. Age 32. Location 
no factor. Address Box C-453, care of HarpWaRE 
Ace, 239 W. 39th St., N. Y. City. 





A REAL LIVE WIRE HARDWARE salesman 
is in the market for a traveling position. Terri- 
tory—Pittsburgh, Ohio, West Virginia, Michigan, 
with some hardware manufacturing concern manu- 
facturing Padlocks, Nite Latches or any other 
hardware item. Will sell on commission against 
drawing account. If you are looking for a real 
live wire, please communicate with Box C-455, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 





CHANGE DESIRED BY SUCCESSFUL 
SALESMAN now employed by jobber. Eleven 
years representing jobbers; three years with large 
manufacturer selling both to dealers and jobbers. 
Well acquainted with upper New York State ter- 
ritory. Thoroughly familiar with heavy and shelf 
hardware, mill supplies and builders’ hardware. 
Prefer New York State but would consider other 
locations. Age 37; married; best references. 
Salary and expense or salary, expense and bonus 
arrangements only considered. Address Box 
C-480, care of Harpware Acer, 239 W. 39th St., 
N. Y. City. 











Price $10.00 a Copy 
Cheek with Order 


HARDWARE AGE VERIFIED LIST 
239 W. 39th ST., NEW YORK, N. Y. 





ALWAYS NEEDED! 
A List of 


WHOLESALE 
HARDWARE 
HOUSES Giving 


Names and Addresses; 
tions; Lines Handled; Territories 
Covered; Number of Men Travelled; 
Names of Officers and Buyers. 


Useful for 
PERSONAL SALES CONTACTS 


CREDIT DEPARTMENT 
DIRECT MAIL WORK 





Capitaliza- 











MARCH 11, 1937 


DoYOU Want 
National Sales 
Representation ? 


As successful, established manufacturers’ agents, we 
now contact jobbers, department stores, syndicates 
and other sales outlets over entire country east of 
Rockies. Write, giving details, to either address: 


THE HOUSE OF CRANE 


Indianapolis, Ind. 
New York Office—500 Fifth Ave. 
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Not Only 
Built as a TRUCK 
But Serviced as 


a TRUCK ...and 
at Rock-Bottom Service Costs! 


@ Let no one deceive you as to the 
ECONOMY of the service the nearby 
International dealer or Company-owned 
International branch will render you on 
your International Trucks. First, the 
service-free mileage from Internationals 
will surprise you. That’s quality. We 
have in mind one man whose Interna- 
tional was run into by another truck 
and put into the shop. His comment 
was, “Gosh, that spoils a swell record. 
That truck had gone 70,000 miles with- 


out a wrench on it!” 


But, when you do need service, Inter- 
national Truck dealers and branches 


provide all-truck service at low cost... 


with International original parts also at 
a gratifyingly low price. International 
owners are satisfied, and they stay sat- 
isfied. Choose an International Truck 
and get low-cost hauling that means 
just that. 

International Trucks and Service and 
the long experience of International 
Harvester are in easy reach of truck 
users everywhere. 

Consult any International Truck 
dealer or Company-owned branch 
and select your trucks from the Inter- 
national complete line. Sizes range from 
Light-Delivery trucks to powerful Six- 
Wheelers. 


INTERNATIONAL HARVESTER COMPANY 


(INCORPORATED ) 


606 So. Michigan Ave. 


Chicago, Illinois 


INTERNATIONAL TRUCKS 


MARCH 11, 1937 
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a di M'KINNE?) 
styles of weaners are il- = 
lustrated. These and other 
variations are stocked in 
cow, yearling and calf 
and regional’ preferences, MANUFACTURING CO. PITTSBURGH,PA. 
FT. AT 

PRONGED 7 , 
eet ee sad PREFERRED FROM COAST TO COAST, 
quality an consistent 4 | St f o 
yg ear J A PROFITABLE LINE FOR you 
weaners the time tested )¢/> 2 
market leaders. Specify % ie 
them to your Jobber. . 4 

HUMANE IMPERIAL BIT & HALTER : 

RACINE SNAP CO. WISCONSIN DESIGNERS «cd MANUFACTURERS of BUILDERS HARDWARE 


- 





MANY EXTRA DIMES FROM THIS 
a ee eee” | MOLDED RUBBER GOODS 





ond i FREE! | (a T S gs? 


Advertising creates a steady demand A 
for Moore Push-Pins, aluminum or 
glass heads and Moore Pushless Hangers. We stock a complete assortment of rubber 
. . tips and bumpers, and are equipped to mane- 
Our new Revolving Display Cabinet given facture most anything for your special re- 
absolutely free with 72 window front pack- qiumeste, Catagee Ea SF os, seguet. hd 
ets... occupies only 6% square inches ELASTIC TIP COMPANY 
of counter space ... makes sale after sale. : 

Get one from your jobber today .. 370 Atlantic Ave., Boston, Mass. 

then watch the extra dimes build 


your daily volume. F 
MOORE PUSH-PIN CO. 7 
113-125 Berkley St., Phila. ite ie, 


ae 
































Standard Type 
Lavatory Partition Fittings and 
Stall Door Hardware 





Pardon me for butting in: I’m looking 
for some additional lines to represent. 
Know where | can find any good 
ones? 











™ Send for Catalog No.55 ™ 


BOMMER SPRING HINGE CO., Brooklyn, N. Y. 


Ge nuit€ TQMES of SI LENCE Certainly! You'll find many good 


SLIDE SILENTLY - SOFTLY- SMOOTHLY accounts advertising under the 
40+ SET- 10% SET- 105 set SAVE FURNITURE heading of Sales Representatives 
= __{\7& FLOORS-CREATE QUIET Wanted” in the Classified Sec- 
‘aed rege nee a tion of HARDWARE AGE. Read 
~ on each genuine Glide. ay the ads in every issue and you 
mente aa diieaiien will be reasonably sure to find 
Rubber Cushion Glides the kind of a line you want. 
For Tile, Marble, Cement and Bathroom Floors. 
Noiseless. Sizes for metal beds, wood beds, large 
chairs and all furniture. 



































Ask your Jobber. If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pearl St. N.Y. C. 
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With a 
SENSATIONAL NEW RANGE 


that makes fire without kindling FARM 


—Bakes AFTER the fire is out! 








BACKED BY NATIONAL MAGAZINE [”, Ban: 


AND NEWSPAPER ADVERTISING a ZY 2)! 


& “ 





OIN THE 3000 INDEPENDENT DEALERS /g’7/ AG, 


HO ARE SMASHING ALL SALES RECORDS 


° oi eae SACD «5 


Check these Unmatchable Features re Ne 


The Magazine of FARM BUSINESS and FARM HOMES 


pS emn——~- Jee 














1) Instantaneous Fire Kindler—no paper or kindling 


" SO MIMCA Rds VT 
THIS MACHER TEL. ty APIS. 0 MM AeET 
wurerg teased CONTRIB SAE, ‘ 





ded. (2) Extra large, removable oven, heavily 
sulated. (3) One-third larger cooking top. (4) 
as or Electric Units—Optional on Model No. 7. 
5) Dish Warming Compartment. (6) Hot water at 
rn of faucet. (7) Most compact range built. 


the Women of America. 


Millions of Dutch Oven magazine 
ads are carrying this message to 


The Dutch Oven idea is capturing the enthusiasm of women everywhere. It is a 
selling sensation. Last year it took the country by storm. Backed by national maga- 
zine and newspaper advertising, millions of women are reading about this new kind 
of range and better method of cooking. 


This amazing range bakes with retained or stored heat—duplicating the famous fire- 
place "Dutch Ovens" of Early American days. Outstandingly the greatest range 
improvement in a half century. Imparts to foods a deliciousness of flavor impossible 
to attain by any other method of cooking. Retains the rich, natural juices and health- 
giving vitamins—a boon to the health of the family. 


A nationwide network of Distributors serve over 3000 Independent Globe Dealers. 
Join this progressive and money-making group NOW— increase your profits—build for 
permanent prosperity. Wire or write today for full details of sales franchise in 
exclusive territory. 


Liberal C.1.T. payment plan, with limited recourse, for retail sales. Permits old range or heater 
being taken as full down payment; terms as low as $4.72 a month. 


Also—Dealers' Wholesale Floor Plan available at cost of 1% plus '/2 of 1% per month. 


GLOBE STOVE & RANGE COMPANY 
Division of GLOBE AMERICAN CORPORATION 


KOKOMO - INDIANA 


A Complete Line of CLOW MAID COAL-WOOD RANGES; 
DUTCH OVEN COAL-WOOD RANGES: GLOW BOY and 
RAY BOY HEATERS are carried in the following warehouses: 


Cedar Rapids, Iowa 


Duluth, Minnesota Buffalo, New York Seattle, Washington 
Ottumwa, Iowa Pl 


St. Paul, Mi burg, New York Spokane, Washington 
Lexington, Ky. Kansas City, Missouri Okishoma City, Oklahoma Bluefield, W. Va. 
Detroit, Michigan St. Louis, Missouri Portland, Oregon Green Bay, Wisconsin 
Grand Rapids, Michigan. Billings, Montana Ogden, Utah Milwaukee, Wisconsin 
Saginaw, Michigan Omaha, Nebraska 
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Sold through Hardware Jobbers 


In all Head Styles, € 
Metals and Finishes. 
Large, complete stock 
of standard sizes. 


Req.U.S. Patent Office 


THREAD-FORMING 
SHEET METAL SCREWS 


Case Hardened —All Finishes 


~ 
‘ 
: 
i 
i 
t 


Square, re- i 
cessed head. 
Effects real savings i 


SOCKET HEAD 
Wood Screws 


A special 
driver fits 


Easily and 
quickly in- 
serted and 
driven in 
difficult positions 

















Rolled and Cut Threads with Sed 
ican Square Heads and Nuts. 
Assembled — in Packages. Unas- 
sembled — in Bulk. Large stock 
standard sizes. 


STOVE 
BOLTS 


== Large stock, prompt 
== delivery of regular 
3 head styles — Flat, 
Round, Oval, Stove. 

All sizes. 


m7 


iV VUE 11 Vi 


HANGER BOLTS x 


7} Plain or Fluted Centers 


Made to order in diameters of %”, 
5/16”, %”, in lengths up to 6 in- 
ches. Regularly supplied with 
Square Nuts. Hexagon and Wing 
Nuts can be furnished. 





CARRIAGE BOLTS 





i Rolled or Cut Threads with Amer- 
ican Standard Square Nuts. 
Assembled — in Packages. Unas- 
sembled — in Bulk. All types, 
sizes and metals. 


NUTS 


Large, com 
plete stock 
carried tor 
prompt deliv- 
ery. Furnished 
in all types 
and finishes. 
Accurately cut. 


SINK BOLTS 


Regularly made in steel, with flat 
heads. Two square nuts with each 
bolt. Can be furnished in brass. 
Strong. Accurate. Complete Stock. 





Furnished in Steel, Flat Head with 
milled or sawed slots. Brass on 
special order. Round and Oval 
Head can be furnished. Large 
stock of popular sizes. 


MACHINE 
SCREWS 


STEEL AND BRASS 
ALL FINISHES 
& 2 Prompt delivery from 
complete stock of ce 
standard sizes. Spec- = 
ials to order. 


THUMB SCREWS 


Cold forged and roll | 
threaded to close limits. 
Accur- 
ate, uni- 
y an. & sina. The stock 
finish is plain steel,can be 
furnished in all finishes. i 





| TUBULAR RIVETS 


rt tt rt 


Steel and Brass. Semi or Full Tubu- 
lar. All head styles and finishes. 
f These rivets are uniformly true to 
gauge, with correct setting qualities. 


ESCUTCHEON PINS 


iy] 


Complete Stock 
in Steel and Brass 





FINISHING WASHERS |. 


5S &S | 


Steel and Brass Countersunk and 
Brass Flush Finishing Washers. 
Ebony, Bright Nickel and Gilt Fin- 
ishes carried in stock. 





CONTINENTAL SCREW CO 


New Bedford.Mass.. 


AV a-Aslolel-1 4-9-1) 


etroit & Chattanooga 


HARDWARE AGE 








